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lother major news 
award for KSTP-TV 



In the hist live >'ears, KS TP- IV, MmneapoHs-St. Paul has won 
seven major news awards. 

The most recent winner is ^^arold "Bud" Meier, Assistant 
1 \' News Director, who received the coveted Sigma Delta Chi 
award for "distinEjuished service in the field of Television News- 
writing/' Previous awards have included two Rl^NDA trophies 
("Outstanding TV News Operation; Outstanding News Story 
Televised), three NPPA awards (Community Service, Spot News, 
Creative F^hotography) and, in 1957, another SDX award for 
television reporting. 



Since 1948 when it became the Northwest's 
first television station, KSTP-TV has maintained 
one of the largest, most complete news-gathering 
operations in the nation. We are proud that the 
skill of Bud Meier h as brought another important 
award to the vital Northwest market which 
KSTP-TV serves. 



\ 





I his ilcsolatc picture represented life on the Standing 
Rocl^ Sioux Indian reservation last f hanfisgivini^ 
when suh zero temperatures and blizzards aiji;ravated 
already marginal living conditions of tribesmen 
Hud Meier developed and followed through on the 
stort4 which resulted in 1 5 tons of food being flown 
to the hungry Sioux families, a payment of S2 
million to the tribes by the U. S. Dept of Interior 
which owed them for property tal(en, and Meier's 
documentary script, "Standing Rocf^ Uncensored" 
which appeared, with film, on KST!^-TV , and 
uhich won him this Sigma Delta C hi award. 
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Western 
New Yorkers 

will see it on 




if it's 



or hear Chuck Healy tell about it on his top-rated 
SPORT SHOWS 6:38 pm Monday thru Friday • 11:15 nightly 



Western New Yorkers are sportsminded , . . and so is WBEN-TV, their favorite 
sports station ! 

We learned long ago . . . back in 1948 when we first pioneered television in our 
rich, 15-county coverage area ... to give our viewers what they wanted. **Live" 
wrestling was our first remote sports feature. 

Since then WBEN-TV has supplemented the superb CBS network Sports Features 
with equally fine telecasts of our own. "Live" bowling ... our BEAT THE CHAMP 
show . . . beats all competition and enjoys one of the largest audiences ever attracted 
to local TV. 

The International Regatta on the turbulent Niagara River attracts the biggest 
names in speedboat racing and everything from outboards to hydroplanes. Our remote 
crew's annual coverage puts this water spectacle into hundreds of thousands of homes. 
Also, weVe covered Ryder Club Golf, the Western Open, and almost every other sports 
event of local importance. 

For good measure — and the good of our sponsors — we are the only Buffalo 
station that has a Late Sports Show 7 nights a week! 

All selling is LOCAL, and this effort to localize sports with thorough, creative and 
imaginative coverage has made WBEN-TV audiences large and loyal. It also helps 
make your TV dollars count for more on Channel 4. 



CH. 



WBEN-TV 

CBS IN BUFFALO 



Represented nationally by Harrington, Rfghter and Parsons 
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)/ course 
we're pleased 

to have 
)o many of 
■he Top 10... 



Pleased as the proverbial cat thai swallowed 
the canary. And so are the CIuS Tc^levision 
Network advertisers wh(> sponsor 1(5 of th(» 2S 
nij^httime i)ro*;-rams that have won a place in 
Nielsen's To}) 10 rei)orLs during the past season."^ 

I)Ut perhai)S theToj) lU is not as dramatic an 
index of network i)opularity as it used to be— 
for fixUn/ eccn flu J^Oth )nost popular pro(ira)/( 
r((trhn^ mon thiU) 2h ni^llion ru in rs. 

So we are equally i)leased to rei)ort that in 
Nielsen's latest nationwide survey we not only 
have 5 of the Toj) 10 ])ro(^rams but also 10 of the 
Toj) 20, 15 of the Toj) 30, and 19 of the Top 40. 

Indeed, the truest gauge of a network's value, 
for audience and advertisers alike, lies in the 
over-all popularity of its entire i)rogram schedule. 

Significantly, the averaife nighttime {)rogram 
on the CBS Television Network throughout 
the season has reached an average-minute 
audience of 28,000,000 viewers-some 2,080,000 
more than the average show on the second 
network and 2,980,000 more than on the third. 
Our leadership in average nighttime ratings 
has continued without interrui)tion in the 92 
Nielsen reports issued since July 1955, 

(In the current season the Network leads in 
average daytiim ratings as well,) 

These are some of the facts that have imi)elled 
the nation's leading advertisers, for the 
seventh straight year, to commit more of their 
investment to the CBS Television Network 
than to any other single advertising medium. 

® CBS TELEVISION NETWORK 



•October, 1!F>5S April, 1169, based on NTl-AA ratinps. 
**:^n(l April report. NTI. \"ie\ver tlata : XTl-A A h(>P)«-^ multiplied 
by ARH viewors-per-set. ( Niixhttime: 6-H pm. Sut 'lay Saturday: 
daytime: 7 am-G pm, Montlay FViday ) 



a^ig • MIDWEST 
K^"^ BUY 

^ JOE FLOYD'S 

KEI04AND TV 

Sioux Falls and boosters HOOKUP 



THE FERTILE 
TEST MARKET 
OF MAJOR 
INDUSTRIES 

Represented nationally by H-R 



NEWSMAKER 
of the week 

/wis/ ireek in CAiicaiio. A^A ttienihcrs dirrriin^ annual ad bnd' 
liots of some bill/on for the nation^s btggest conipanies. 
hoard Lerer iiros. Board Chainnan U ill hint //, Unrkhart 
char lie them as hein^ remiss in their main responsibility: . 
nnderstondin^ mana}:enn*nt*s ob jertives^ policies, proce- 
dnres. The ^^ideaV ad nnni. he says^ ''^should be primorily 
a businessman irhose specialty happens to he advertisin^,^^ 



The newsmaker: William 11. Hurkhart i^ chief executi\e 
rr of Le\ rr Bros, which ^pend.^ Si 00 million a \ear on a(l\ erti5- 
iri^ (loiihled in fi\ e \ears) and hoard chairman of all North 

Vnu'riciiM I nllc\cr errtcrpvises. rhonia> J. Lipton. Lex er of Canada. 
([iiilc\er coin|>uiiics. all lohl. >pcnd S250 million arniualh in ad 
media. I 11e'> u.^ed tt) spendin<: hiji inone\. in^istin^ on hig vej^ults. 

A soap and ^alc^ ;i|)ecialisl for '^o ^ear^, 34 with Lex er interests, 
\Iv. Ihirkharl sa\s the elfectixe ad man nm^t first he a coni|iany or 
nianag(Muenl man hecan>e management one hasic responsihilit\ 

to make a fair profit. \nd ad- 
\eiti>in<r i> es>ential to husin(\s^ 
success, and is on<* of ihc lav<:c>t 
and most important items in terms 
of profit and \{^» ^tatenIents. 

ThatV why nd (*\eenti\es mu>t 
plan ad\ erti>ing from an o\ cr-all 
nuuia^eincnl \ i(*w. '*M(>ne\. sa\s 
\lr. Hurkhart. ''rtvdh lui \ s the 
cr(*alion of a product reputatittn 
that has a kind of pernianenc.t* - 
voHK^thing a uiana<!(Mn(Mit can 
coiml on. Lc\ (*r i^ in lh<* hn>i- 
ness of hnildinj: conMinu*r fran- 

chi>ef. not mertd\ Mdlinii. " \ >ale a >inj>le tran>actioii 
sumer fianchi>e. a continning seri(*> of transaction^. 

Tho new "idear* adman imist know the relatit)nship (tf the five 
factors which make a sale, and how |o hleiid them: advertising 
( hacked 1)\ promotit)nl, distrihution. pricing, packaging and re[)eal 
hii>ine"is. lie's a "marked" man. too. hci^aiise management's interest 
in his work "will inlensif) as hndgets go np and a> good athertising 
proves what it can do foi" the com|>an\, 

Lo\er ha> sharpened it> acheitising operation^ ( a^ w<dl as com- 
nrnnicalions I hceaii>e *'atK(Mti>ing one of the nio>l important 
t(M»lv" among the mail) which are a\ allahle. Vdmt^n. thinking as 
maiuigement dn(»s. nm>t h'arn how It) manage and control *'this acliv- 
itv of IrtMnendons force which, wluMi properly hain(*ss(vl. (\in gi\e 
strength and power tt) a hn^int*>s." sa\s Mr. Hurkhart. ^ 




// ifiiam II. Hurkhart 



a con- 



NEWSMAKER STATIONS of the WEEK 



THE "DANDY STATIONS' 

team up with thie east/men 



KDEO 



Radib KAY^DEO is the bright new sound 

in surging SAN DIEGO 

Nielsen shows it already! 



Colorful "cleo" captured their hearts 

in booming WICHITA 

Hooper up 250% — Pulse up 150%! 



KLEO 



"KQ" has dynamic dominance 

in atomic ALBUQUERQUE 

Number one in Pulse and Hooper 
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Raleigh-Durham 
the Nation's 




Radio Market 

has Greater 

FILLING 
STATION 
SALES 

than the 6th 
Metropolitan 
Market 




28th Radio Market - WPTF 
$233,368,000 

28th Metropolitan Market 
$51,533,000 

6th Metropolitan Market 
$196,008,000 




a 



Pauline Mann, tlu- /lowc Lo.. liu.. Now \(nk. f(*rl> that budiiet 
n'stri( tioiis [he innj**!* problem w hoii l>u\ in*: for air iiuMlia ad- 
\ ritisei s toda} . ('>|)('ciall} in t \ . "Only a hniMlf ul of ad\ e^ti^e^s 
can afToid tlic liixiii) ol saturation fieipuMir) schedule:? with l)road 
eo\ era*:e. " 1 *aidine s. "Even these a(l\ ei ti^e^^ are IxM'oniing 
more prudent in loda\ V hi*rhly 
eom| M*titi \ e market. \h)st must 
make ever\ dollar e(uuil. and their 
ai!:4MU ies must often deeid** he- 
tueen tliis hroad coxera^ie and fre- 
(|uenc\ of impressions, hh^ally, 
tlie 4 anijiaiiiu should ]>ro\ ide hnth, 
and hy careful study of th(^ client's 
marketing aims tlu^ ageiu*) ( an de- 
termine wluM more emphasis is 
needled as well as accomplish the 
hcst balance between the two with- 
in tli(* })udget." Pauline feels that 
iu selling a new product. fre(pienc\ is the rir--t consideration. Her 
e\p4Mience has been that n^peated iiupi cssions in a smaller market 
have been mor(» pioduc live. "TIk^ advertiser shouldn't bite off nioK^ 
than he can chew, aiul b\ concentrating his eampaign he can often 
get good initial brand identification. Oiu'e this is achie\ed he can 
expand ecoiioinicalU and in ttMMns of his marketing obj(»cti\es. ' 



Marion Vaughn, Jimm\ Fi ilz \ AssO( iat(\<. Los Angeles, fec^ls that 
radio toda\ offers the ad\ertiser several ad\autages o\er t\. "Li>t(Mi- 
ing habits are iujpoi'tant and 1 like to lui\ radio annouueeuuMil.-- on 
a fixed s( IumIuIc wliene\er I ( an. Marion sa\s. "TIumc's a r(Mtaiii 
ainoinit of sl.abilit\ in radio that ) on aic less likel\ io find in t(de- 

\ision. I think that t\ \i(nvers are 




more prograin-niinded. and are apt 
^ W * fre(pientl\. Also, 

-^v/ & the l)u>ei luu^t be war\ about 

JC7 m ^ehcdnling announcements opposite 

? top*rat(Ml shows.'* Marion con- 

•-iders ratings and. to a point, the 
station's own siir\(^\s in bu\iug 
s(di(Mlul(V'^. preferring tlu* station's 
record (tf past p(U forinane(* for the 
advertiser. In bu\ ing a new* mar- 
^ ket. >he lik(»s to seliednle a block 

of annonnt cnients on a "lest sta- 
tion and. as far as po>-ible. cheek the results before expanding the 
campaign. "IJadio gives the advertiser advantages here, loo.' Marion 
^avs. ^'\\ c have iiioic latitiuh* in s( hediile exp(M inieiitation. and (M>st? 
( an be kept at a minimum during llu* test witlKUil stubbing vonr toe. 
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IN 

MERCHANDISING 

in Richmond & Petersburg 

1. COMMUNITY CLUB AWARDS 6. PERSONAL FOLLOW-UPS 



Thousands of clubwomen compete for big cash 
prizes by saving proof-of-purchase of your product. 

2. IN-STORE FOOD DISPLAYS 

Drop, end-of-ois!e ond shelf extender disploys. 

3. IN-STORE DRUG DISPLAYS 

Specio! WXEX-TV drug rack feoturing your prod- 
uct in key drug stores throughout the area. 

4. GROCERY BAR PROMOTIONS 

!n-store food demonstrations, sampling, couponing. 



Regular calls on jobbers, wholesalers, retailers. 



7. SPECIAL BULLETINS 



Moiled regulorly to retoilers, choin store buyers. 



8. REPORTS TO ADVERTISERS 

Give o complete picture of own ond competitors' 
stock, sales and disploys at retoil level. 

9. PROMOTIONAL TV SPOTS 

Telecast at frequent intervals to keep your sales 
message fresh in customer's mind at all times. 



5. STORE WINDOW DISPLAYS 10. NEWSPAPER ADS 

Colorful WXEX-TV streamers featuring your product. Appearing In leading Richmond newspapers. 




Tom Tinsley, President 



NBC-TV BASIC 



TV 



Irvin Abeloff, Wee Pres. 



National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washingtori 
Clarke Brown Co. In Dallas, Houston, Denver, Atlanta, New Orleans; Daren F. McGavren Co. in Chicago, Boston, Detroit and on V/est Coast 
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AGAIN 
Right on top 

in FRESNO 




a week 
from noon 




KJEO- Channel 47, No. 1 
for the money, No. 1 for the 
Central California audience. 




FRESNO f 

j. K. f)'\rill^ Pr<-si(Icnl 

jdc DrilliD-i \'irc rr(";i(^*nr 

\\ . (). Kdholu) ( uniniriri;il Muiki'mt 
Srr your II H rrprrscnl ;il ivr 

HR^ 



by joe Csida 
f • p _ _ 



Jack Paar— tv's super-salesman 

J lu* j){)\V('i of tclo\ision. and of one l(*k'\ ii^ioii 
|)crs()iralit\ In piirlunilar. \> IxMn^ (hMuonstraled 
nncu an{I lallicr \ i\ i(lly tlie>e (Ia\> in the Suruhn 
liook x^ctions of ni(*trojj()litan ne\\>j>aj)t'rs. Tlu^ 
\cH- ) orL Tiuies \\A of \h^A sellinj: non-fietioii 
Itooks on Snnda\ (17 Ma\ ) >-lio\vr; at least fonr 
\olunu»s \\h(i<e on tlie chart nni>t l)e at- 

tributed to \i(1eo. And j>os>il)ly a fifth. 

Alexander Kinf>'^ ''.Mine I'Inenn Crow^ Ohler" \> still in the \o. 1 
|)o>ition. and ^howini! no ^i*in> of ahatln^. The Ao. 5 l)est selHrig 
hoiik is Tat Hoonc^V *'T\vixt Tweh'e and TwentN." The Xo. 7 slot is 
held 1)\ zan\ Jack l)ongla>*s Brother W'a> an Onl\ Child." 

(-oniin^ np fa>t on nH)st lists is ClifT Avtinette's "Charlie Weaver" 
hook. "Letters from Alania." \nd hnstin*; in at tli(* \o. 14 j)osition 
i> ^ ance Packard's " The Stntn> Seekers." 

^ onn^ Mr. Boone's ton!(\ of conrse. has heen amply discussed on 
hi> own an<l any inrmher (.)f otIuT t\ sho\\>. Faekard has spent the 
la>l two weeks auestin^^ on just about e\er\ jn'ofjram he eonld find, 
with sjjecial em])ha>is on th<* recent Hugh Downs-fronted Jack Paar 
>tanza. \nd I'aar. hini>(*lf. ha^ \irtuall\ >inizledian(iedly lifted the 
tomes of his writer. I)ougI:i>. and hi>. fa\orite comic. Arquette to hit- 
<Iom. fie al^o took ii hook which was making no sales noise to speak 
of out of the 4priet (da>s. an<I >lu)\ (mI it (dear up to the t*^]) spot in 
sales. That, of C()nr>e. would he garrulous Alexander King's "Mine 
IOn<'m\ Grow> Older. 

A l^liii; f<»i* evcM*yone hiit himself 

Paar found King n colorful rnter\ lewee. who conhl eat up lan^ 
chunks of Jtn^k's uighth till with the clock. King had an irre\erent 
attitn<h* tow ar<l almost e\er\hod\ and e\er\ thing. an{l Jack found 
him pra{'ticall\ a stdf-sta iter. Tin* fact that \ ou could liardK stop 
King. onc(» lu» got startcvl. also was all to the g{)od. 0\er :i period of 
weeks lu* made >ome niildK shocking ol»er\ ation^. or. at the very 
l(*a>t. <le>erihed >omc inno(Mn)ns >itualion> in fhnnho) antl\ slux^king 
phrases, .hu k had him hack a nund)er of timo. and each time he 
plugged tin* King hook. >nrcly an<I steadll\ the hook hegau to 

mo\<' out of the ^tore^. It luunh^l straight into tin* No. 7 sj)ot. a 
ha> heen there for man\ n nn)nlli. 

Taar's sah*s ]>ot<*ntial has Ix'en ampK pro\ ed. of <M)nr>e. on any 
nnrnher of othci occa-^ions. anil in connet tion with an\ nnnd>er of 
other peifoimer>. IMiil Ford an<l Mlmi Ilincs. for <^\ani])l(\ are o^^ 
nf hottest night cluh attractions in the c{)nntr\. Iarg<»l\ on tit 
ha^is of I*aar\ >liowca>lng of tlnnr talent>. Johnson is one of 

the rno>t succcs>ful of tin- girl sing<n*s (*\taut. suh>tantialh lu'cansp 
^he is an irrc^gnlar r(*guhir on th<» l*aav >how. (>ene\ie\e's fantastk 
>ucce>s in nian\ fields. ()ther than t\. is of cour>e wrdel\ known an<l 
I'aar*"- j)art in creating her stardom \> nni\(M>all\ ree{)gnized. Jose 
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...keeping up 

. with the x 
Joneses 

iAnd the Browns and the Kellys too. Seems more New Yorkers all the time are keeping night-owl hours, 
judging by the record ratings The Late Show's been getting recently. Its average audience this season 
^-722,000 well-to-do families nightly— is greater than in any comparable period during its eight-year 
fiistory. The Late Show keeps 'em up ... as it keeps on presenting* more of the finest motion picture 
^ntertainment in all television, from Hollywood's top studios. 

With whopping audiences every night, no wonder The Late, Show is completely sold out across the 
poard. But a long list of, sales-wise advertisers will tell yoii it's worth waiting for. Meantime, let your 
fiVCBS-TV or CBS Television Spot Sales representative find another profitable perch for you on the 
top television station in the top television market, source: Nielsen, nov.'ss thru Mar.*59 
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CBS OWNED - REPRESENTED BY CBS TELEVISION SPOT SALES 



WHEELING 

37t*h TV 
MARKET 

4t Television Magazine 8/1/58 

One Station Sells Big 
Booming Ohio Valley 



Sponsor backstage continued 




Vital companion to the rich Ohio Val- 
ley's steel, alunninum and chemical in- 
dustries is the Powhatan plant of the 
Ohio Ferro-Alloys Corporation located 
at Powhatan Point, Ohio, which produces 
essential silicon metal and high grade 
silicon alloys used by this trio of indus- 
tries. This $4 million plant consumes an 
amazing 240 million kilowatts of locally 
produced electrical energy annually. 
Important also to those who have things 
for sale is the $1 million annual payroll 
of this Ohio Ferro-Alloys Powhatan plan. 
This is just one more reason why the 
WTRF-TV area is a super market for alert 
advertisers ... a 39-county market 
where 2 million people have a spendable 
income of $2'/2 billion annually. 

For complete merchandising service and 
availabilities, call Bob Ferf^uson, VP 
and General Mfir., at CEdar 2^7777, 

Notionol Rep.^ Ceorge P. Hollmgbery Company 



\\c\\>'> lon^ |)la\itig records sell exlreineh well, not <)nl\ l)ecaii>e of 
Jose's ])a>\c laleiils. hn[ because of Paar s jjluggiiig. 

I'nreiilli(^lically. it is inlere^ling to nolo tlial wliile I*aar will plug 
llie work of any person in whom lie l)elie\es with coniplele abandon. 
h(* is \ er\ rehietanl to ])hi*r hi> own ofT-lv efTorls at all. He made a 
record for RCA \ lelor some lime hack, of a conple of songs called 
"Knnn) \\ hat Yon Learn From \\ omen * and "Hlue \\ iggle,** and 1 
l)elic\'e the liines were ])la\ed on his show just once. exce])ling the 
night he recordi^l them on the program. 

His power as a program personalilv is difTicnlt Id understand, with 
nothing mure than watching Jack liimxdf work night after night. 
His handling of ihe entire show. incki(Hng whate\er ])luggitig he is 
doing, seems so relaxcvl. i>fTdiand(*d and natural that it is incredible 
that it slioidd ha\ c such strong impact on tlie \icwer. Onl\ when 
one cntche> Jack's ^uh^titut(*^. dttring the ])crio(ls he i> on \ acation, 
do<*s one begin lo under^tand the full measure of hi^ arli^tr^. 

I hci\e caught them all. I belie\e. Jonathan Winters, Joe\ Bi-liop. 
Ji)hnn\ Car>on. Hugh Dow n> and tlie nunieron> others who ha\ e 
pinch liit bir Jack in \n> se\eral absenc(»>. \11 of them ha\ e con- 
>iderable talent of one kind or unotlu^r. bul none of Iheni ha\ e that 
mieanti)'. scc^ningl} efTarlles> knack for geUing the maximum show 
\alnes i>ut of the ]i(M)])h* they're inter\ iew ing. Not a single one of 
them disj)hne(l tin* cn>ual. but incrcdibK eiTecti\e cajjacity to gi\e 
till' >prawling onedn »ur-and- l.l-tninnte >how the >olid jiace which 
l*nar give^ it night ifter night. He is truly one of \ ideo's most fan- 
tasticall\- able per^onalities. (hat rare combination of sn])er-]>crfonner 
and sn])cr->alesnian. \\ hich. of course, is win the show ha> a SHO 
list of ad\ erti>er^. 

What he achie\ed b)r the perpetual month-motion Mr. King was. 
of course, slightlv ironic. King lia> his own >liow on W\T\-TV. 
New ^ ork opposite l*aai himself, and i> doing (jtiite well. King > 
>li(tw. incidentally, \> one of those l)eing ta])e-s\ ndicaled b\ the ng- 
gre>si\ e National Telefdm VsMx-inles (])arent compain . which owns 
\VNT\-T\ and KMSI*-TV. Minneapolio . 

W ill the local stiitioii,^ ^iiieceed'r* 

Ihe whole bnsine>s of local stations ]>rodncing shows for thcit 
own use. and then >\ndicating them to other stati<nis around the 
CO II tit r\ is. of course, inn^ of the mi^re interesting (le\ elopincnt^ 
brought into being b\ the introdnrtion of \ idi'o tape. \ number oi 
stations aronml the (<nintr\ (amnrig them \\*e>tinghi)nse Broadcast- 
ing. K'lTXVrV and KTK \/rV, KCOI».T\ and KHJ-T\ in \.o< 
\ngelesl are going into the business of producing tluMr own Ii\e 
>hows and selling them to othei slntioii>. citlii'r (hrougli distributing 
and sales stalls of (Iumi own. or (hroiigh regular (\ film distributors. 

So Far the acti\it\ i- rather limited. To begin with not too man) 
stations in am but tin* largest market^ arc (Mpnj)ped with \ ideo tapi* 
machines, and sccoiidb the co^t of the raw tape itsi'lf ts ratlnn* liiiih. 
llowiMcr ^ome outstanding sale^ e\<'cn(i\cs fr(nn the telefdm busi- 
ness I siudi as Mi( kc\ Silh'tmaii, formcrh with I B \, and now with 
N r\. and \I (fOiistin. c\-Zr\ and iii>w heading K 11^ \- FX *> la])e sale> 
di\ isioiU lunc staiteil to pitch (he f(*w tape shows a\ai!ablc. It will 
be an interesting ilc\ (dopmi'iit to watch, and one which iiia\ open up 
an important* ni'w sontce of ])i(>graming foi local telc\ t^ion ad\ cr- 

tlx 'IS. ^ 



wtrf" tv 



Wheeling 7, West Va 

luViff,- 




316,000 worn NyBliCi "••work cdIw 




SHARE OF AUDIENCE 



TOTAL — 



ARB — April, 1959 Metro Area 

TYPICAL SHOW RATINGS 



KCMC-TV NIGHTTIME 



KCMC-TV 

Stotion B 
Station C 



73.1% 
15.0% 
12.1% 



NIGHTTIME DAILY — 

KCMC-TV 



72.7% 



WEEKDAY MORNING — 



KCMC-TV 



66.7% 



WEEKDAY AFTERNOON — 



KCMC-TV 



73.87o 



SATURDAY DAYTIME — 



KCMC-TV 



74.8% 



SUNDAY DAYTIME — 



KCMC-TV 87.0% 



AVERAGE NIGHTTIME HALF-HOUR 

(Sunday fhru Saturday. 6:30 fo 10 PM) 




Gunsmoke 


67.3 


Mitilonaire 


55.9 


Red Skeiton 


58.0 


I've Got A Secret 


53.7 


Rifleman 


55.7 


Hove Gun Will Trovel 


66.5 


To Tell The Truth 


52.1 


Rowhide 


56.6 


Trockdown 


52.9 


Wonted Deod Or Alive 


54.1 


KCMC TV DAYTIME 




1 Love Lucy (10 A.M.) 


17.9 


Edge of Night . .. 


25.1 


Medic (11:30 A.M.) 


12.0 


Americon Bondstond 


20.6 


Verdict Is Yours 


16.2 


Captain Kongoroo 


11.2 


As The World Turns 


23.4 


Grond Ole Opry (7 A.M.) 


10.8 


News (6 P.M.) 


36.5 


RATINGS OF OTHER STATIONS 


Bob Hope 


8.2 


Dinoh Shore 


. 6.7 


77 Sunset Strip 


2.5 


This Is Your life 


6.1 


Cimorron City .... 


2.0 


Zorro 


4.1 


Reol McCoys . ..... 


1.6 


Steve Allen .. „ . 


6.8 


Restless Gun . 


7.3 


Cheyenne . .. - , , , 


7.7 


RATING 


42.6 



SOUTHWEST WITH 

KCMGTV 

TEXARKANA,Texas- Arkansas 




Maximum Power Channel 6 
WALTER M. WINDSOR, General Manager 

Representee^ Not/ono//y 8/ Venord, Rintoul & McConnell, Inc. 
Clyde Melville Co. — Southwest Jomes S. Ayers Co. — Southeast 



29-County Nielsen Coveroge 

County figures indicote percent 
of television homes which view 
KCMC-TV once or more WEEKLY. 
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>NAPPED UP 



NEW YORK 

LOS ANGELES 

CHICAGO 

DETROIT 

PITTSBURGH 

MINNEAPOLIS 

DALLAS -FT. WORTH 

NEW ORLEANS 

SAN ANTONIO 

MEMPHIS 

OKLAHOMA CITY 

FT. WAYNE 

DES MOINES 

TULSA 

SOUTH BEND 
CEDAR RAPIDS 
SAGINAW -BAY CITY 
...AND MANY MORE 




FIRST RUN • BRAND-NEW 



MANY MAJOR MARKETS STILL AVAILABLE 
WIRE OR PHONE TODAY... 



A DIVISION OF 



INDEPENDENT TELEVISION CORPORATION 

488 MADISON AVENUE • NEW YORK 22 • PLaza 5-2100 




DETROIT LOOKS TO 



channel L 





1 



1^ 




I 



WJBK-TV ADDS 
EVEN MORE 

PUNCH 

with nightly 
NEWS ANALYSIS 



Willi llic addition o\' pollical s(*i(MK*(» aulliority Di'. John 1 )('mi)si'y 
to WMliK award wiiniiiii** im*\vs staff, Deti'oilV loadci'ship 

station solidifi(':> its ]»ositi(>n as tlio news cliamnO in America's 
liflli inark(*l. 

This ():!() TM ]>ro,L;raiii ft^aliiro is dosi^uiicd to U'ivf 

\*io\v**i*s a hioad*M, mor<' roiiipr('li(Misi\-(> ha(*ki;roiiii(l for iut(M'- 
proliiii; tlic national and inlonialional news of the day. 

\\.ir»K 'r\' now has two \'idooiap(» nia(*hin(»s at yonr stM-virc 
and is still the oidy |)(Mr(tit station with X^idootapc facilities. 
lit jtn sen! <<l bu flic l\(tl: Af^oirij 




RiniovLS on tlie loctU scene 

WJBK-TV 



CHANNEL. 



m 



DETROIT 



100,000 Wjiis . CBS Affiliate • I057-foo» lower 
N Y. Sales Office: 623 Madison A\e.. N.Y. 22 • PLaza lO^ 



, _____ ^^Ht 

Storer Tele^sion fm 



WJBK-TV 

Ortruil 



WITI-TV WAOA-TV WSPO-TV WJW-TV 

Milwaukw AtlnnUi Toledo ri*'vpUnJ 



Motl si^nifirant tv and radif* 

news of the u t*rk u 'ttJt inter firrtation 

In (Irfitli for busy rea/lers 



SPONSOR-SCOPE 



30 MAY 1959 

PUBLICATIONft INO. 



IMic promotion this \\(M*k of J;ini<»s Aiil>r<»y to e\(M'iiti\*<» v,|>. oi (US 
just tlio forcriiniuM' to a \s lioI<*s:il<* r<'tir<Mii<nit of top <^\<M'IIt^v<»^ from tlic rnhiinliia 
or^iianizatioii this year. 

Among tliosc in tlic up|>er liolons duo to call it a career are II. l><'sli<* \tl:l^^• lirail of 
CHS' Chicago and Mid\\e^t operatitnis for 30 years, and Lawrence \N\ Ivowuiau, \ .p. in 
charge of operations, who came in sliortl} after his college mate W illiam Paley took o\ er the 
radio network, 

llecognized throughout its lii>tor\ a-- ahout the most secure place for a career man in 
the broadcast field, CliS now is l>oninl lo <?xperieno(* inark<Ml <Miu>tioual t\unj:e5, 
Anbre\'s ascent has pro\ ided the rn'>t. 

Predictions are that thi> will happen before CIJS' organizational structure g(*ts back on 
an e\en keel: (Ij l*aley will r<»tir<» as chairman of CB^, Inc., mo\ing along tt* a •;o\ei*n- 
mental appoiiitnioiit if an attracti\e one opens; (2) Frank Stanton might takt* over the 
(diainnanship for a while; (3) Kdniinul Piijili, wp. in charge of finance, who had been 
with Coca-Cola, will become pvt»si<l<Mit of CHS, .Inc., if the spot doesn't first izo to I. on 
Cowan; and [\) Anhrcy will take over as president of CHS TW 

It will be the first major change in the upper-crust in all these \ear>. It s ol>\ioii^ that 
the ih^'ks ar<» Ix^lnjjj tlearc<l for llie iiiccond j:<»nerati()n to tak(» <)\<*r. 



Meantime llnbhcll Koliinson, Jr., CBS exccnti\<* v. p. in cliar<:e of pro- 

grams, is leaving to set np his own organization to jn'odiuM* the Ford one-lioiir sliovt 

which start on XBC T\' (Tuesday. 10 p.m.) in the fall. 

liobinson had been No. 1 programing man at CHS for o\ t^r 10 years. 

Sellers of spot radio would do well to kt*ep their eyes on JW 

The agency is in proce^-s of fashioning in Ixdialf of iMird tin* nio>*t sweeping spot 

<*anipaign to have conn* out of l)<*tvoit since lln* *3()s wlien Cln*\rol<»t spons()r<Ml 

niiifeieal e,t.> all over the hoartl. 

The Ford campaign in its sco|)e will be reminiscent of the strateg\ the ronipan\ n>ed in 
bringing into CBS Kadio a couple seasons ago. 

The nucleus of the plan, which may iii\ol\c a> miieh as million, was taken, 

incidentally, from a pr<'S(Mitation niadi* hy a r<*p. 

Under tin* tvo-platoon spot hiiying syst<Mn which (iompton put into tdTect thii 
wt*ek, (^'aliam Hay l>eoom(*s No. 1 man on spot and initiation of tlu* e\p<*riment. 

As now set up. the nuMlia <h*part hkmiI will ha\e two s<*ts of timehiiy<Ms. One sf^t 
will be indi\ idiialK identified with specili<* hrands. When a brand bu\er has a campaign 
set to go, Platoon Xo. 2 consisting of timelMn <*rs — mo\ es in to do the actual bn\ insr. I li^ 
brand buyer, who will work closely with the account people, will pulit e the spots, and vshere* 
possible — work out improvements. 

A (diauge in procedure for r<»ps imder tin* m*w >yst<Mii: 'i li<»\ arc* r<M|uired to 
siihmit all their avaiiai>*dities hy mail. Facli will first iret a list of all the market- that 
an* being bought, with those in which he has stations marked ofT. 

(For i)ackgronnd *m the change see 2\\ March .^PONSOK-SlK )Pi:. ) 
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SPONSOR-SCOPE continued 



A sU'p whirh should provi* o\' iiuijor si^uilicaiire lo sjK)l lliis full: llie Delroii 
hig ihrct* llii^^ week deeidtul on the iigeiicies for llieir eeoiioiiiy ears. 

Tlie assigninenti-: General Motors' Convair line to Canipbell-Ew aid, Chr)sler's Valiant 
^ronp to IJLilJO (which al^o has DeSoto ) and Ford's Falcon to J. Weaker Thompson. 

Expenditures for the initial eeonomy-ear sweepstakes in advertising are expected lo run, 
( ollectively, <)\er llie S.>()-iiiillioii-inark. 

Kept? are [nizzliiij; over the fiicl there haHu't heen iiiiieh uelioii ho far from the 
9iiiil>nrn lotions and ereanis. 

Kevlon^s Snnhalh gt)es into iv and radio early in June. But the buys will be limit- 
ed to salt-water markets (on the premise that 90^^ of sunburn lotion is sold around salt 
Avaler) . 

Ineidentally, 75-80% of the sun lotion's national market is split up among Sea 'n' 
Ski, Coppertone, iiigh iNoon, and Snnhath. 

Colgate slill ranks iNo, 1 in the dentifrie**, hair shampoo, and shaving cream 
iields. The s>liar<*8 of market for eaeh of thcs(» major tv/radio groups: 

Dentifriees: Colgate, IVk^'/c; Gleem (1*\(;), 19';; Ipaua, 11'. ; Tepsodent, 10V?; 
Crest i.P6.Gj, Stripe: (Leverj 5',f . 

Shampoos: Lustre Cream (Colgate), IG^J ; Bierk, 12' ( ; Halo (Colgate), ll^f ; Drene 
iF&G), a:.v ; Pvell (P6LC), 10',;. 

Sha\ing er(*ams (onl) two i-tand out): J*ahnolive Kiii)id >ha\i', 16'f ; Kise (Carter), 
12',;. 

TluM-e's a seh<)ol of media hnyt^rs that thinks that the preemptihie system — 
touted for its flexibility — in spot tv ean \v()rk lo the stations" disatlvantage in the 
long run. 

The heart of their viewpoint: Jt encourages the ad\ertiser to hiiy in the cheap* 
est way and trade himself down instead of up. 

As a media direetor for one of the giant Park Avenue advertisers put it: "A ratecard 
h)a(lcd Mith preemptible de\ ices ean be eomi)ared to a ladder that's located in a hole and 
can take )ou only one way downward." 

(For re*'(Mit de\eh)pnu'nt in preemptihie selling .see 2,^ .May SPONSOK-SCOPE 
and roiitroversial appraisal, artiele in 6 June SPON^oii.) 

Latest tlun-n in the sid<* of reps: The trend among to\ hrokers, particularly in the 
l)^^-^cllin*^-^oa^(m, to g(*t the tv money of toy maniifaetnr(M's into their own hands. 

\ccor(ling to rep information, these brokers are able to realize a siihstantial profit 
hy hn\ing eliimks o\' time at local diseonnts and hilling the partieipating manu- 
fartni'ers at higher ratt'S, 

Kast(M-ii ageneies with toy aeeomits also in*e nnhappy. 

W hat worries rc])^ most is thai onee a to\ broker gets a taste of making a profit out of 
time, lieMI fight to snag the hndget f(»r his market e\en f()r the Christinas push. 



Reports IMl: The number of toy and game l\ advertisers lias zoomed the past two 
\ea r>. 

The total jiiin])ed from (►I. in 1957 to 121 in 19^^.. Mattel, Kemeo, and C*dorfornu 
are among those using tv on a \eai'-ronnd hasis. 

Chrysler was talking lliis week to CRS TV ahont sponsoring part oi' the Don* 
Kdwards news strip this fall. 

A farlor that inav have lo be ironed out in v(»tting up this deal: Kord dealers spou* 
sor a news strip in tin* preeeding (piarter- horn* loeally on some CHS stations. 
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SPONSOR-SCOPE continued 



I^)4)k for l{c\loii to mil into a policy sua*; with \Uo Iv iioiworks in tli<* <*v<Mit il 
trios to iiirlii<l<^ S4*lii<*k in its 4*()r|H»rale l)ii\s I'or tli<^ fall. 

The ()l>jerti(ui likely lo he raised : Kevl()n\^ owiuM-sliij) of 20'^ of Srliiok slock 
<locs not constitute* \<»tin*^ rontr<»l; and it's a poliev of the network? not to admit into a 
corporate l>uv products that are not controlhvl by llio j>rin(MpaI. 

The Sehiek arrount is located presently at 1$<miI(mi l$o\vl<*s. 

In its drive lo bnild teenage and yonng ndnll interest in howling, Anieriek» 
Miicliine ^ Foundry lias reeriiite<l Dick Clark for six participations in iiis Aineriean 
Bandstand during the sunnncr plus a 28 June »(>eeial on the same A\^C TV. 

Fart of the merchandising for the series.: a Dick Clark Howling B<»ok. llic tlieme: 
Bowling is Cool Fun. 

At least one iVliC TV^ iiiglittinie hourly show tins fidl will he soh! on the basis of 
one-ininute annouiieeiueiits, namely, W'^hoduiiit (Saturday 9:?>0). 

On the Ali(] TV lineup these nighttimers will be available foi juinute bu)s: Sngiirfoot, 
Bronco, and Cheyenne. 

Ill the case of CBS T\i\ the equivalent of minute bu)s ean be had on Destinaticni 
Space, The Lineup, Kawhide, and l*erry Mason [on alternate weeks). 

Note: Ueps are wondering how mueh these small-um't s])onsorsliips— and others expeet- 
c(I to be ad<led- will siphon off money that otherwise would have gone to spot. 



A hig segment of Omnihiis viewers apparently iiuikes a good market for air 
hiisiness and pleasure trips, aeeording to a speeial Trendex study for xSBC TV. 

A sample section of viewers was asked how often the) viewed Omnibus; the answer eamc 
out 33/0 frequently, 27% occasionally, 18% seldom, and the rest never. 

In terms of per 100 homes the number of those whoM taken llights the past 
12 months the count was 139 for the frequent viewers, 119 for the occasional viewers, and 
09 for the seldom and never viewers. 

Note: This quality market factor accoinits in a large measure for the compara- 
ti\ely frequent use the airlines make of fm. 

Several periods arc yet to be programed, but at this stage it looks as if the hreakdowM 
of regularly-sche<lulcd nighttime tv network shows this fall will he pr<Mt\ much 
the same as the year before. 

Westerns and situation comedies will drop off slightly, but you can expect action type 
fare to dominate the evening by consuming at least 50% of the time. 

Here's a breakdown of the coming scliedule b) t)pes: 



SHOW TYPE 


NO. SHOWS 


TOTAL ntis. vi:r wf.kk 


% TOT\t, HRS. 


W est ems 


22 


14 




Adventure 


11 


8 


12.*) 


Mystery -Crime 


12 






Situation Comedy 


I". 




12.1 


Anthology Drama 






12.1 


Comedy Variety 




WU 


7.3 


Music Variety 


6 




OS, 


Aud. Participation 


ft 


4 


(jjy 


Sports 


2 


2 


3.2 


Music 


1 


1 


1.6 


Documentary 


1 




J? 


Interview 


1 




.< » 


Total 


97 


62 
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SPONSOR-SCOPE continued 



Love-Pat Compact (Revlon) is moving into spot tv for the next two months. 
It will be saturation in 15 lop markets. LaRoche is the agency. 

Puriton, an air purifier for hay fever victims, is testing Iv spots in about 12 
markets via Maxwell Sackheim. 

If the tests turn out O.K., the campaign will be intensified in the same markets 
tluring July and August. 

BliDO is olT on a new exploration tack: daytime tv, especially network. 

Bill llofi'man, who three years ago was given a similar assignment in radio, has under- 
taken a thorough analysis and appraisal of daytime tv. One aim is to find out how cli- 
ents on the BliDU hst who have never used tv can be beneficially inducted into the 
daytime end. 

The project will include: (1) scouting all types of opportunities; (2) determining dis- 
count advantages in daytime for clients already on nighttime scliedules; (3) plotting out 
how the users of specials — of which BBDO has loads — can get the right frequency impact by 
bridging the specials with daytime tv campaigns. 

lloli'man will continue his network radio activities. 



John F. Box, Jr., executive v.p. of the Ualabau stations, made some timely com- 
ments on tiinebuyer use of ratings at the second annual radio programing seminar aud 
disc jockey convention in 5t. Louis this week. 

Coucerning the value and importance of ratings. Box posed these reservations: 

1) The pictm-e of an entu-e market can be distorted when the rating index is 
two or three months late (particularly following a station promotion which "buys" audi- 
ence) . 

2) Advertisers and agencies should understand the nature of the radio medium 
belter so as to realize the inadequacy of any one survey or buying formula. In other words, 
lliey should scan all research, also be conversant with the programing character. 

3j Equally important is proof of sales efi'ecliveness, since in tiie final analysis the 
advertising dollars are being spent to make sales. 

Pertinent observation by an agencyman who this ^veek completed an extensi^e lour 
of local markets; 

Timebuyer preoccupation with ratings is blinding national spot advertisers to 
the more exciting locally-created programs. 

ITiis media executive told SPONSOR-SCOPE: Stations have got into the habit of 
holding their belter homegrown shows for l(»cal sponsors rather than try to sell them 
through their reps. Whereas the average timebuyer is influenced by numbers solely, a local 
adxertiser can be induced to buy on the basis of the station's craflsnianship. And 
if the program appeals to him, he'll stick with it for a long time. 

Gerber will pinpoint part of its sales etTorls at the advance(l-ag(* group as soon 
ah it decides on ^\hat kind of a label it can stick on its jars -at least one ^vithout the baby 
picture. 

What inspired the repackaging: Sales had been rising fa&ter than expected, e^'idcntly due 
to the fact that oUlslers are fond of the infant fare. So Gerber has concluded it wonltl 
be a good idt?a to th'sign a whole new line for senior citizens. 

For other news coverage in this issue^ sec Newsmaker of the Week, page 6; 
Sf>ol I?nv<;, page SO; \cws and Tf1t\n Wrap-Up, page 62; Washington Week, page 53; SPONSOR 
Meats, \Kv^i* ,»(>: '\ \ and K;nliii Xew sinakers, page 70; anil iMhn-Scope, page 54. 
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REACH FOR THE TELEPHONE 
and share the news 



''Mttftt tell Bcttif about Dinah Shore.*' 

'*\V(>ii(U }- how Sue /iArx her itetr antenna 

''Aunt Mary iroidd lov( Wagon Train.'' 

'*Thc Sttiiths must th^nk we're forgotten Groucho.'' 

"/ should aftk Fr(tne(>^ about 'Price is fitght.' *' 



There's so much to tell — so much news to 
share about KPRC-TV. And somethin^r new 
everyday. 

So, reach for the telephone for those pleasant 
daily visit.^. ]>est way there is to keep in 
touch with friends and family, and quickest 
way there is to tell them about what >ou see 
advertised on KPRC-TV. 



"COURTESY OF 
ELL TELEPHONE SYSTEM* 



KPRC-TV • HOUSTON, TEXAS 

Edward Petry & Co., National Representatives 
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Clever . . . these Chinese 
I nolo witli M)ino liileres! \(>ur article 
oil page 32 titled ''Spot tv puts 3.S 
iiilllioii wliirleys in orbit." Tliis arti- 
c\(^ app(^aro(l in llio 9 May i>suc. 

John Hyatt is credited as the in- 
\ cntor (tf tlii> toy. 

'i'lii> is one of the oldest Chinese 
jii*rj:ler tricks in their repertoire as 
;ni\one who ha^ e\er tr(\ad a lioard 
or \i(M\cd ^uch an act knows. Il has 
also heen picked up hy the ju<rgling 
LH'\> the world o\er and nndouhledh' 
dates hack more }ears than are cur- 
renliy credited !o the existence of the 
ad\erti>ing husine>s. 

1 eonnnend Mr. H\a!! on his in- 
genuil) in putting a juggler's trick 
into the han(l^ of the teenage and 
moppet puhlie for profit. 

Heing a ^-how luisiues> graduate I 
should ha\e thought of it firs!. 
IVde \\\>rth 

/ ) roi: ra m d ireci o r. A CBS 
San Francisco 

One card 

\\\'] : One rnte card situation. — '*\\ e 
thought it couhhi't he done" . . . But 
K(AC Kadio. Amarillo— (Texas that 
is the land t>f two or three or more 
cards per >!atiou I is on one card 
fnr local, regional and national luisi- 
iuN>. riic card Ix^'anic elTective May 
I. l*^.')^: it'*- .simplified and workable. 
John Haiiasik 
ni crc/i a nd isint^ prom ot ion 
k(i \ Arnan'llo 



ESTEEMED 



FOR DEPENDABILITY 

as/: anyone 



in adverlisinfi 

NATIONAL REGISTER PUBLISHING CO., 

14-7 West -42nd Street, New York 36, N. Y. 
333 North Michigan Avenue» Chicago 1, 111. 
2700 West 3rd Street, Los Angeles 57. Cat. 



Inc. 



SPONSOR 'fan' 

1 am not lr\in<> to mak(^ ) oii feel 
liood h\ sa\inirllial I n\i(I praclirallv 
e\(My single uord in \oiir magazine 
hill I miisl eoiife>s thai I do. 

W'e aiv jiiM a mikiII 1.(K)0 watt 
<la\lime operation here in ihe eeiitral 
pait (»f the ^la!e. 1 look forward lo 
each i>siie of \onr iiiaga/.ine. As a 
nuilter of facl we \er\ fretpienth clip 
\onr material and n>c il in making 
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Inside Ka>lern l(i\s a iv. 



( W'Ml T\\ r<'fU fsfnted nation- 

vrrr fialj of (fit' ( r unriUics in 
1 0 tea . (i o tn i n n t f s Crtinr lia p u/."* . 
iVaterloo and l>uhu<m*\ (hr*'e of 
towa's .vi.r iar<jftit cifi^s ) 



IMPACT! 



52.6% 
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SHARE OF AUDIENCE 
IN A COMPETITIVE, 
3-STATION MARKET* 

For the fifth consecutive ARB 
(•February 1959), KROD-TV has 
captured an o\*en\helming share 
of audience in El Paso — Texas' 
fifth market. 



CSS T*-;#viiioo NetwofV • EI Poto, Texas • Chonnel ■* 
Dofronce D. fiodenek. Pf»j.. Vol lowf«'Oc«.V. Prej oM Cen Mgr. 
REPRESENTED NATIONALLY BY THE 6RANHAM COMPANY 




ltr(S(Milati(»iis and 1 feel tlie\ oflfii 
aclnalh help lis to make the sale. 
Vonr material is n(»t jn^l a dific^l of 
in formation hut you \ <* details 
w hicli in turn «:ivcs I Ik* answ {»rs to 
main .s<dling prohlcrns. ^ om* niaiza- 
/iiu* is just ahout tlu* luo^t im|i<trtant 
^(*lliuJz tool I can find. 

Keep up \ o\\Y factual rcpiutinji an<l 
kc<*p np the material you run on ra- 
dio. \\'(* can sure n^c it. May I ju>l 
>ay that 1 am a "fan" «d sP().\>ou. 

Joe Milsop 

sin. rniir.. It'CI*/! 

Clear fxeUL Pa, 

Sponsor backstage 

Joe (]slda in his cohnnn of 2 Ma\ re- 
ports on the \ornian. CraifT Knni- 
mcl uol)l<» cfTort t(t devalue WesttM iis. 
et al. 1)) using a \eilseu x Prendex 
index to arri\e at a sponsov-r«*eall 
rating. . . . The implication (d the 
stndv is that r(»la\ed ^h(^\\^ promote 
recall. 

OrdinariK 1 would not in\<d\enn- 
M»lf hi ail) discu^^sions of agenc} r(*- 
><»arch. Hut thi^ attempt to eMahli>h 
a new criterion for selecting t\ shows 
appears to iinoKe an implicit fallac\ 
that ha>n"t l)(*en pointed out: 

J(K* C.sida might also ha\(* ohserved 
that *) out of 1(» of tlu>e top 10 are 
programs appealing far more liea\iN 
to \\(nnen than U\ men. Vnd the 10th 
just barely get> a higher appeal rating 
among males. 

This \CK (riterioii. in >liort. 
picking out shows that reach a lot of 
wom(Mi. \nd here is the significant e 
of that fact. KutertaiuuKMil appeals 
moi(» >harpl\ to women than to men. 
far more so. whether it's tin* news- 
paper sections. Time magazine de- 
partments. <tr t\. This interest and 
concern anutng women ahont all 
phaso (»f (Mdertaiument appears also 
!(► inclnde greater attention as well to 
a program's sponsor. 

So tilt* main reason these shows 
rat(* high on the \(^K erit<'rioii is that 

far more than most ad men reali/<* 

the\ are \( (}men s shows. 

r»(*eanse (d m\ own tastes in t\. I 
wordd |o\ c to se(* somei)ue pro\e that 
\\ esterus. I*ri\ate 1]\ e shows and that 
ilk. don t do a joh for sponsors. Hut 
a> a research man. 1 uiust assert that 
the \('K (lata do not pro\e it. W e'll 
ha\ e to keep tr\ ing. 

Martin Samit. (l\r. 
( on.suiner liehavxof Lalfs. 
\ eu ) ork 
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THANKS 
AND 

ALL THOSE WHOSE 
ARTISTRY THRILLED 
THE 

LARGEST 
AUDIENCE 

EVER TO GATHER 
UNDER 

ONE BOOF 

AT A 
GOSPEL AND 
SPIRITUAL 
MUSIC PROGRAM 
• 

MADISON SQUARE GARDEN 
MAY 24. 1959 

• 

WLI B 

2090 s[V[\TH AVE . r; Y. c r 



SPONSOR 
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famous on 
the local scene 



w 



yet known throughout the nation 



Jamestown, Virginia, founded in 
May, 1607, under the leadership 
of Captain John Smith, is 
recognized as the birthplace of 
America and stands as a symbol 
of the courage and integrity of 
its settlers . . . Similarly, Storer 
has become nationally recognized 
through vigilance in broadcasting 
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MEDIA 




BASICS 



IN USE 18 JULV 

AD DEADLINE 22 JUNE 



SPONSOR 



MAY 1950 





ROCKIN' in Corbin. Ky. Here's how teens go lor WCTT Hi-Fi Club 



THE MOST EXCITING 
RADIO BUY OF THE YEAR 

NOW IT CAN BE TOLD: 325 STATIONS NOW PROGRAM COCA- 
COLA'S HI-FI CLUB AND 1 MILLION KIDS HAVE JOINED UP 



"Tills \v(vk. the wr;!])- iiro oH ju-t about thr \uo>[ 
exciting thing to hit radio in a h)ng tinu*. Cauirht up 
in thr (\\(MtenuMit arc adnicn. school teachers, radio 
^tation (^i)crat(^r>. di>k jock(\\ ^. local nuu'chant>. 
Coca-Cola hottltn>. c()nipt»titor> of ('oca-(^ola bottler- 
and about one million t(M*n-ager> in 17 -tate>. 

Cau>c of the excitement: the lli-Ki Club, -pon- 
-ored on M)me 325 radio >tation> b\ local bottltM*^ 
of Coca-Cola and cn^tom-tailortHl to fit the rather 
di>criminating (Mitertainment ta-tc> of that manunotb 
— though -hudderinglv young ( nndcM* 20 I — popu- 



lation >egm(MU which phn > a major role in helping 
Coca-Cola >ell 23.2 13.H19.90 1 botth- of Cokt^ a 
\ ea r. 

W ithout any national publicity (hut pl(Mit\ at iht* 
h)cal l(*\el ). tin* 1 li-1' i Club lia> bc( ii on the air -inc<» 
Jannar\. ha> >pr(*ad like a l>ru>h lire. \t the time 
it began in a handful of ^cattcrt^l markci>. the mo-t 
optimi-tic ]iope> of both (^oca-Cola and the Mc('ann- 
Krick-on agencn* was that about 100 liotthM'^ in 100 
market- \Nonld undtMwritc the idea. In t\vo month- 
the lli-Fi Club wa- on 200 -tation- in a- niau\ t itic-: 
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r.o •.; i t ' c t ' .■ r t IT 
rerrc. i-.lnj; fc-.'^l^ C c^-C : 
■ r. * cr. ' . " r. he r e t i r.-^ f 

( -1 :• ui ) 
(7 .II.-.H) 



SCRIPTS LIKE THIS, e.t. programs, promotion ideas, merchandising ma- 
terial go out to 325 d.j.'s from Hi-Fi headquarters in New York. Programs 
vary from two 15-minute shows In some markets to 18-20 hrs. weekly in others 



JOIN THE 

HI-FI CLUB 



Win Big Prizes 

Over $250 in Prizes— each week 
for Bridgeport Area Members I 

Members get numbered cards. 
Get your card . . . tune in WNAB 
every day. If your number is an- 
nounced—you are a Hi-Fi Club 
winner! 

WNAB — Monday through Friday 
5 to 5:30 PM 



Sponsored by your local Coca-Cola Bottler 
Fill in membership blank on other side. 



hMhiN ll is on 32.1. iind luis a hvn- 
a^*^(' ni(Miil)tMslii|t of iil>oiii one million. 
I Ik' <^iiin|>ai<in prohnbh will conlimic 
lo pick lip xunc nioincnluiu (lnrin*i 
lli(" siininicr. .^inrc lliis is a linu" for 
soft drink >ales and .^ofl drink ad\ci- 
fNin»i. lUil < oni(! ><^pl<'nd>('r. \s h<-n 
>( liooU ojKMi a^ain (and Mid'i (dnl> 
is >lrontil\ linked to sclioolt a lol 
nunc (^o<a-(!ola liolllcis arc cxpccMcd 
lo make a lol nune slalion Imins. In- 
<le(Ml it is hard lo tell when^ il will all 
<'nd. if e\er. for the lli-l'l ('Inh idea 
i- l)ase<l (Ml jusi ahoiil e\er\lhin^ lhal 
app<'al> lo \ onlh pop innsie. dane- 
in*i. fun, slar-w (osliip. prizes, eonnun- 
iiil\ e\ cnls (tf all l\ pes. 

1 \ei\ miiujle. aioijiid llu* world, 
an a\ora*;e of 11.223 (\»kr> aie ( on- 
^nnr(vl and (o<\i-(.ol;i knnvvs llial a 
l)i»: hlo(k of ihex' <(MisnnM'rs ;im» lh(" 
lreiia»z<'r^ The eornj>an\ also know> 



lhal hrand lo\ allies are fonn<*d eail\. 
can and often do la>l l(ni»i inio a<lull- 
hood : lhal kid> <*onnnand considiM - 
ahle inihnMKM' on faniil\ purchases. 
Tin* \oullr MKirk<'l is hi^hl\ vet;ar(l<Ml 
h\ (]oea-(]ola; il has helped lh<Mn he- 
e(nn<' the •^iaril in lh(*ir field. 

(\)ea-( ola hollk'rs ( fonnlainhead 
((f (jtk<' ad\erlisin»; I liav(* long 
honglil .^pois on di^^k joek<'\ show s. 
hill now llie llid'i (]luh ha^ gi\<Mi 
lluMii a <'han('<' lo i(l(Milif\ and iin- 
pK^ss willi iheir own loeal radio pro- 
j^rains. How w (dl lh<'\ '\ <' siieee(Mled 
i^ denioiishaled h\ lln^ fael lhal in 
^oine e(nnMmiiili(*s as liitih as *)f)*^, <tf 
lh(* leen-age popnlalion is enrolled as 
1 1 i-l'i ( iliih mendx'rs. 

rii<* idea was spawned ahoiil a \ear 
a*zo 1)\ Sah's ( Mninnnnieall<nis liie., a 
hi a 11 eh of M( d'. and w as Icsled in 
Indianapolis. The le>| lher<' iiii- 



pr<^>sed Coea-Cola liea(lt|iiarlers in 
Mlanla as well as Med*:. In Me-Ts 
Vila ill a oihci^ ihe eoj)\ depart iikmiI 
went lo work on eoimnereials. 

Ihe ojxMalioii of llu^ tli-Fi Clnh 
was liirned over lo Xarwood Pro<luc- 
lions in ^ ork whieh has now he- 

oo\\\c iialional (duh luvuhpiarlers. 
1 ler(\ (*\eeuli\ e .MM*relar\ \\ Oody 
Kern k(M^p> a slead\ fh)w of eorie- 
spon<leiiee going with hollliM' spon- 1 
>ors and <l.j.'^ across iIk* connlr\, 
-■eiAing as a clearing lioii^e for i<lca 
<'\cliaiiges on iikm ehai-idisiiig. pro- 
graming. lhM<* at Narwood ar<^ re- 
corded the iiiler\ iews wilh lop record- 
ing slars lhal ar<' a hig pari of llie 
Hi-l'i (^Inh hroa(h"isl library ; (pii/zes. 
other program male rial ai<» crenled. 

Il wonld imj)ossil)l(* lo <-sliinal(* 
<'\aclly whal this idea i< hiiiigiiig inlo 
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PROMOTIONS GALORE: Everythng from 
bo+tle-tallcers (I) to discounts on pizza pies 
go into the Hi-Fi campaign, have helped club 
memberships in some marlcets to reach 90% 
of teen population. Above, one example of 
how merchants cooperate on tie-ins with d.j/s, 
stations, Coca-Cola bottlers. This window is 
a Phoenix store turned over to KPHO Club. 



HI-FI HQ: In New Yoric, club plans are threshed out by (I to r) Woody Kern, exec secretary: 
Maggie Glenn, Narwood Prdns.; George Kern, Mc-E radio tv a.e.; Mary Harris, Mc-E director 
of program services. Here are recorded HI-FI Club radio programs with top recording stars 




the raditi ca^h•l>^^\ since each Coca- 
Cola bottler makes ow n >tation 
hu\ in hi^ own market, some idea 
of \i> \ ahje to (lie medium i> inch'- 
cated b\ the fact that l!i-Ki Ch\h 
?iho\\> run from a> little a> 13 minutes 
once or twice a week in -ome mar- 
kets to as much a> U> honr> of >tu(li(j 
shows e\er\ week pln> a remote on a 
}}i-Fi Record If op one night a wet^k. 

lli-l*i Cluh is ha^ed on a constantK • 
£irouing. top-qualit\ recorded lihrar\ 
tailored to fit an\ length of local ra- 
dio slion. Some of the name artist^ 
who >o far ha\e become })art of thi> 
librar) are Tat Boone. Mitch .Miller. 
Rosemar\ Cloone\ . 1-') die (iorme, 
Joni James. Gene\ ie\ e. And\ Wil- 
liams. The Platters. Fabian and Jidi- 
us LaRosa. A t\pical recorded lli-Fi 
program may include bands on the 
following: dance tune b\ Skitch Hen- 



derson. int(M \ iew w ith Ja \ ne Mead- 
ow s. a geographical quiz, an inter- 
national pop tune recorded in ltal\ . 

C«)nnuereial sci ipt> (to bt* deli\ered 
b\ the d.j."^ who head the elub> in 
their cities! are as flexibh* a^ the 
progrann'ng. {>op\ ranges from 20 
second announc«Mnents to minutes 
with musical e.t.'- of (]oca-(]ola jingle 
tunes in \ ar\ ing bands fi om ^h(trt 
lead-ins to full minutes that can be 
l)la\ ed "under."" 

>ttMnmiHg f rom these broadcasts 
art* acti\itie- (tf the local clubs that 
range from lli-Fi (did> dant es to 
fund-raising e\ ents for communit\' 
sen ice-. \t a lli-Fi dance, for e\- 
ampl(». the chaptM'ones are most often 
the school principal and his wife, the 
Coca-(".ola bottler and his w ife. l*ri/e< 
for broadcast «pii//e^ or game^ at so- 
cial aeti\itie- (often a remot«* broad- 



ca-it ) l iinge from sweateis to ( as«*s of 
( oke. from rt*cord albums to ^port 
-ocks. Mend)ershi}> in the <'lub u^u- 
alK entitl«> the teeners to ^nrh pri\- 
ileges as discount-^ on tlu^ dri\e-in 
mo\ic. free hit recordings, free ]ii//a 
pio. Focal nier< bants join in the 
promotions, donate prize-, turn »»\cr 
stoi t» w inflow s to proniotittn of th(* 
lli-Fi Club. 

Membership -ign-up * enter- are 
nio^t often in ^( ho»ds or local rt»eord 
-hop-i. and tMithusia-ni of the -chool 
-\ -tem- for tin- campc>ign i- suiiu - 
what miraculous. 

In fact -( liool board-. -er\ i( e 
clubs, parent organization-, mer- 
chants ha\e all inad<' lli-Fi Club a 
sort of "darling."* all of w hn h i- 
ceitainK a tribute to tlu^ in^enuit^ of 
the p(M)ple who thought up and \\b'> 
are eai'r\ing out the idea. ^ 
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PART TWO OF A TWO-PART SERIES 

$50 BILLION CHALLENGE TO 



^ Food, America's No, 1 retail l)usiness, can iiKuui 
more dollars to air media if they pitch at the retail level 

^ Grocery expert Roy King tells what radio-tv innst do 
for bigjjer share of more local, co-o]> fnnds, private labels 



^Tlic radio l\ a(lv{M"lising iiidu.sln 
has a long row to hoe if it hopo to 
reaji a bi<:ger .^hare of the $50 hil- 
li(»n food business. i\iul the hoe will 
ha\e to bile deej). right down to tlie 
gra^.^ roitts of K^taibng. 

In a l>nsiness where a chain may 
(hi a S5 billion food ^ales \ olunie (as 
(]id hast year! at a net j>rorit <tf 
abonl only Pi, an ad\erli>ing nie- 
dinni nnist pro\(* its efhcienc) right 
at the point of sale, 

'\\ir media hav(* ncjl ) el made a 



real impression (ni the retail food 
dealer, nor have lhe\ sufiicienlly im- 
jn"esse<l the chain manager^, ' Leroy 
M. King, editor of Food Topics^ 
supermarket trade j ou rna 1. t ( )ld 
M»o\so[t in an exclusi\ e inter\ iew. 

King, who also is \ ice j)resident 
and marketing director for both Food 
logics and Food Field Reporter in 
journal for grocery manufacturers ) 
is a highl) -Voluble indixidual who>e 
enthusiasm for the food busine» 
burns at fe\ er pitch. 



''Radio and television both need a 
solid public relations joh done at the 
local level,'' King declared. "To veal- 
l\ sell themselve> to the food indus- 
Ir) they need an appeal to the retail 
dealer that will strike into his con- 
sciousness of profit and efRcient oper- 
ati()n." 

King is firudy convinced that air 
media has let the newspapers win by 
default at the local le\ el. He is also 
con\ inced that, at the national level, 
radio and Iv should be getting a 
nmidi larger share of manufacturer 
dollars than the estimated $285 mil- 
lion llie\ presently receive. But e\en 
this nmst start at the local level. 

"/\d\ ertising is something \ ou can- 
n(»t brag about at retail." King tokl 
admen last \ear at the 4A's annual 
meeting in Greenbrier. "Just remeni- 
bt^r that the store oj)erator has be- 
tween 5.000 and 6.000 items, most of 
which ar<* nationally ad\ertised. . . . 
I He I is onlv interested in handling 
and celling nierchan<li>e that has been 
pre-sold to his customers through the 
medium of national ad\ertising. He 
(VNjxTls \ou to ad\*ertise. ... lie ab- 
s(^lut<dy demands that \ ou advertise. 
Quit adfertising and he in'll throic 
yon out of the .store. . . . But utake 
the most of your national advertising 
hy translatinf: it into terms of local 
impact. *\\'bal is in it for me?' — this 
language market (»jieralors all (tver 
th(* conntr\ understand." 

King know s well how the retail 
operator ftnds. Ixvanx^ he himself has 
been one. lb* built nj) hi> own sujicr- 
niarkt^t into a SI million-n-\ear store. 
1 h* is permanent {M)nsultant f(n* a 
larg<' bong Island food clia in : has 
ron>n|[('d with o\tM' '^0 organizations 
including: National \merieau \\ hoh*. 
sale (f ix ers. I . S. \\ liolesale (/roe- 
<Ms. rooj>erati\ Fo<k1 Distributor^ of 
\ni(M iea. 1 S»int-of- l^urtdiase I nstilnl(\ 
Iowa Mate Uetail Grocers. New Mug- 
land \\ lioK^sale (^roC(M's. \^sociat(nl 
(moccm^ of (Colorado. Michijian I'Ood 
I )eahM's \^>n.. Canadian \\ Indesale 
Gr(»c(n*s. Toledo Food Distributors. 
D(Hroil Food Distributors. >an Fran- 
cisco \d C lub, and the L\*s. Fach 
\ear he \ i>-its with thousands of food 



''KING-SIZE" QUOTES ON FOOD 



1 



'Vf/V media have tiot yet made a real i/npression on the re- 
tail food dealers^ nor have they sufficiently impressed the 
i haiii store inaiiaf^ers. Aii media needs n local p.i . jid).' 



2 



hi ! c/ tisin^ is something cannot hiuii, ahout at retail. 
I he ictailer has ahout (kOOO items most of which are na- 
tionally advertised . His tjuestion: hat s in it for tnc.^'* 



3 



I list cad of fi^htuij:, < o-op, advci ti.sci v and an media 
\ln)uh} ft^ht fov It. \ati(mal hrand.s wuiic u ar on 
pniate lahcls: then fir.stdiuc n eaptm is co-op (ul rertisinp,. 



\() amount of unrealistic thiiihiny, uill malce priiatc 
hiamls dis(ippi*(iv. Stores are ''unai^e 'Conscious today: 
privntf hiffcls create imaiics. Tv and ladio can capitalize " 
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radio/tv 



optM'illoi's across iho coiinlrx. luis re- 
ceived ihe Syivani:i /\ weird for ids 
service lo llu* industry. 

Here are I lie five nth eilisin*r area> 
where radio and t\* slionhl heller their 
j)osilioii, according to King: h)cah re- 
gioiiaK co-op. pri\ale lahel and iia- 
tionah \\ hich is aiiolher \va\ of say- 
ing lhal air media faeis a challenge 
in ever\ area. 

Here are Kings 5iiggeslions lo 
SPONSOR on how air inetlia can iiieel 
this challenge, along w illi oilier 
SPO.NSdK-collecled aiiiniunilion for ihe 
hallle with print : 

Co-op advertising: "Air media ant! 
agencies should sloj) fighting co-oj). 
and join it in>lea(l/' says King. 
"There are an astonishing numher 
of iiiaiiufaclurer-dealer coo})erali \ e 
contracts that do not e\en include 
radio or television." 

King >ees no reason wli\ air media 
should not he out fighting for co-oj) 
atl\ erlisiiig d*»llars a> are iiewspaper> 
and other media, Not only would 
the\ find it extreniel\ profituhle. hut 
tlie\ wonltl he tloing the protluet a 
big ser\ ice hy gi\ing its national air 
cai!i[>aigii more impact aii<l itl(Mitit\ at 
the all-important local le\ el. It's up 
to radio and tv. King >a\>, to he the 
go-hetween for the manufacturer and 
tht* retailer. 

Tele\ i>ion Bureau of \dvert i>i ng. 
at lea>t. i> aware of the iiiij)<irtaii<*e of 
co-oj) a(l\ ertisiiig in t\. It has ju>t 
issued its second annual "Manufac- 
turer Co-oj) Plans and Dealer \id>.'' 
a breakdown of what manufacturers 
allow ft)r CO-OJ) and where tv fit> into 
the j)ictiire. Its .section on "Food 
iVo(luct>" li^t^ 31 C(»ni j)anie>. .'^0 of 
which lia\e some form of co-oj> allow- 
ances w itli their dealers. \\o>{ of 
the>e are allowances |km" ca>c of j)rod- 
uct or a percentage of dollar pur- 
chase. Of these 30. se\eii lia\e no 
material to tie into spot tv. 1 lie other 
23 conipanles offer >uc\i material a- 
slides. scrij)ts. film commercials rang, 
ing from 20-seronds to minutes. 
.\mong these are ^uch food niaiuifae- 
tnreis as American Kitchen Products. 
Green Giant. Blue Plate Food^. Ger- 
\ Please turn to paf^e IT I 



SUPER CHAINS IN SPOT TV 

llrrv is thr Irlrrfsion (li tiliiv of ihe tmiions top 10 jooil (hains 
\\Jus a numher oj otlwr hirf^e-i olurne f:r()uf)s usin^ idrrisiofi 
on a ffiuln'-marLrt basis) a^cordin^' to \. C. Rorahnufih* 
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WHERE IT COUNTS: This is the delta of all food advertising — point-of-sale. Market opera- 
tors are offered about 16,000 promotions each year, choose those which bring them biggest profit 
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PORTRAIT OF A TV PRODUCER 



^ Hob Baun<M% (iarry M<M)rc*'s pnxhici^r, is tyi)ic:il of 
Iv^s l)rijj[lil yoiiu*;; iu<*ii : assurtMl, vij^oroiis, \v<"ll-pai<l 

^ A .12-year Iv v<^leraii, Ik* j^cls jx^rsperlive l)y writiujij 
a iuiisi(*al, slarliujij a ])ro<luolioii firm and h^clurinj; 




CALM DESPITE THE 
STORMS of iv is one of Bob 
Banner's biggest success secrets. 
He's an Inielleciual with subile 
humor, an ability io bring oui 
ihe mosi in performers, balance 
io adjust to ihe needs as well 
as ihe whims of such dlsparaie 
iypes as agency folic, cllenis, 
performers and iechnlclans 



^5ob llanncr i.^ a Mirprisinjz o\t«^|j- 
tion io ilio >li<n\l>i/ nxioni lliat the 
>lar-cvaz\ |>ul)lic rouldn l care le.^s 
about tlu)>o nianufactiire some of 
the <j:Io\\ Mirrouiulin*: tliose star?. 

'I lie \ie\\ in^ piihlie. lav*rel\ l>eeause 
of \v (•oliimn>. is ciirreiitl) lionizin*!; 
tliis >oft-spol<en. non-fla>liy )ounj! 
re\aii. Viewers >|)(Tulat(^ almost 
iniirh a.-- trcrdoters about the efTect on 
Dinali ShoreV ^liou >^ince Robert 
Jaiiie> Hanner. Jr.. |nille(l stakes in 
California ln>t fall to take o\ ev as ex- 
(HHiti\ e jirodiieer of the New York- 
ba>e(l Garry Moore Show. 

The |)ro(liicer ha.-^ been (li^|)en^in<r 
Hrneh«;ht in .^ome |>lia"^e of >hou' bn^i- 
ne.'-^ for lu of hi^ 36 \ears and in 
l\ . six'rifieall) . for the j)ast 12. Hut 
while building' per>onahties and |)ro- 
^rani"^— in '^nch \ ariet)' a> Carroivay 
at Lar^e. Omnibus. F red Waring 
ShoH licV nl>o (Milianced bis own 
stature and re|)ntation j^ersonalK and 
|)rofe>*'ionall\ . 

Without flarnbo) anee. suede shoes 
or j)re>s ai>entr\ . be'> a standout 
anion^^ lii> [\ |)rodnction colleagues 
in : 

• Celling niaxinnun eooj^tMation 
from the >tars and the (bizen> (d peo- 
|>le who (h'\ eb)|i a W show; 

• Contributinp' creati\ e jjrodnelion 
ideas and conce|it> which gi\e de|)th 
and dimension to the tv j)icture and 
to U it>e|f: 

• L |>iiradini: |)ro»zrani content to 
the highest common denominator of 
au(lien<e taste; 

• W itb^landing chaotic t\' |)re^- 
sure>: 

• Maintaining |)er.s|)ecti\ e on him- 
.self and liis work. 

He's n |>hilo><t|>ber and schokir who 
has liil {\ |)a\dirl and lots of it! 
Ili.s first t\ job |)aid him about SlOO 
a week in achlilion to a leaeliiug >al- 
ar\. and witliin a \enr (l*>l9l he was 
making S700 a week at the age of 26. 
Since then, his fees and rating> ha\ «r 
/.o()uied. His earnings are estimated 
Im one associate to lu^ "well into the 

100.000 class" ;ind his ratings arc 
risrialU in llie 20's \\\[U audienees of 
Art million foi a singlt^ sho\\. 

IhereV e\en more pn\dirt in tlu* 
olbng. Since returning Kast. Woh 
Hnrmer has realized a long-time ho|)e 
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of ^t*lliii<: up W\> iiwu conipaii) ( lioh 
|{aniu»r \ /Vs>*)ciiilt»> I lo experiiucnl 
with a Vciriel) of iv lrrhrn(|iie^ and 
lo work iii(lep*Mi(l('nll\ niul with l(*>s 
(leniaiuls from an\ one source. 1 le 
hea*ls a slaiT of nine p*M'soiis and o\- 
perlj; lo expand williin llu* nexl feu 
months. WlialV hi> f)nirial title? ^'1 
*:uess \ \\\ the pie>i(lenl,' ^tI\s UoI». 
The fuiieti*)n — a?; erealive and exeen- 
tive producer is more >iiirurreant lo 
liini llian the title. 

On the West Con>t. for several 
\ ea rs wit h I he Di'fia h Sh ore Sh o ir. 
"\ worked >e\eii (hi\> a week. It wa> 
like walkinji into a \ault and eh»in<r 
the door. heeau>e there was no time 
ft)r m\ famil\ I w ife Alire. >on> 
Mjird. 9: Hohh\ . 7. and Chnekie. 
4^0). for friend> and for jn^l h\ inj:. 

"T\ i> one-dinnMisional. 1 1 take> 
e\ er\ thing from you arul <ri\e^ \ er\ 
little hack. It (htes \"er\ Htth* to re- 
store or refurhi>h \onr enthu>ia^m. 

llis new companx with its prom- 
ise of di\ er>ifieation was formed to 
refdl the re^MAoir of inspiration and 
iuiagination. "A h)t of t\* people s(*t 
up pri\ale *'oui|>ani(*s to (htdge taxe>. 
1 know. l)Ul ffiy reason is lo lui\e 
more ni(tne\ available to plow haek 
into en'ative tv de\elopmenl and into 
expcrimenlal w*)rk. 

"You ean <iet lo>i working on a 
single tv show, and l*)se awa^ene^s of 
everything else. This is mueh more 
of a problem in tv than in oiIkm" me- 
dia l)ecau>e of the (hMuands of week- 
ly >ihow>. ^ on u>e up i(l(»as very fa>l. 
and you (h)n't ha\e either the lime or 
the opportuniu lo replenish the res- 
ervoir." 

That's wh\ his wa\ of avoiding t\* 
ol)^oleseen('e is to keep up "a constant 
search for n*'w idea^ and for new peo- 
ple, to keep ahiea^t of all that's going 
on/' To get mor** ]>ro(hietion per- 
speeti\e. lies working in various 
phases of t\ hut al>*> nnning into llie 
medium of nul^ical comed\- for the 
stage. 

Mis companv is connnitte<l to CH? 
to pro(hice four ^pecials next season 
(he's done a lot of the.>e in the pa^t 
decade) as well as two pilot films 
(inchuling^ all scripting and ca>ting) 
in aihlitiou to the weekly Carry 
Voore Shoi(\ 

Ih)1> is a writer as well as a pro- 
<lueer. and with his wife. i> poHshing 
the hook of a niu>ical comed\ . "Apol- 
lo and .Mi^^ Agnes. ' which he hopes 
( /Vcrt.se turn to papic d.^ ) 




radio station >*'eki ng more 
national sales should have a .^-peeifH* 
market plan w liich lell^ agenc\ and 
advertiser exaelK what tlnn need to 
know, alleges W^Hliam U. (liill) Dean, 
regional merchandising manager for 
Cnnninghani \ \\'al^ll ag<Mic\ in llu* 
.Midwest area. He l)ack>to])> lexaenV 
national ad\<'rti>ing in the hehl. work- 
ing with radio !-lalioii>. parliculai K . 
lo g<4 the mo>l out of lii> eli4'nt*s ad 
dollar. 

Mr. Dean reconnneiuls that >talion> 
set up a mark**ling hhiepriiit w liich 
provides for ih** dexelopnienl of III 
a station image. I 2) area inark<4ing 
data and (3i a coniprelien>i\ (\ c*>hc- 



A KoviNc .mi:k(:mam)isi:i{ 

for 1 rxtico, if'Iiich uses a lot nj hroad- 
nrst rnrdia, II illiarn A*. iBilh Drati 
Ilif'S softir 100.000 //^/e.^ annually as 
rci^ft>na! nirrrhatuJisin*^ tnatiaiin jar 
( unnifigluiffi ^K: H alsh af^rnry in the 
Midwest, //is joh: to tnen-/iandisr 
locally t/ic national ad progiani, \/r. 
Dean /las uor/icd jor srn'ral ra(/io 
stations in Olda/ionia as u rll as jor 
/icnton S: /loirlt's, \(\K:k ad a^ennes 



>i\ e salc"^ plan geared to client profits. 

V hedro**k market plan, he >ay>, 
will profit both ihr indu>lr\ and in- 
di\ idual >tatinn>. The plan "'^liouM 
point up wli\ radio and a --talioti 
nie<H th<' iuvm1> *)f the >peeific ad- 
\erti>er in a clear-cut appraisal of 
elation ^cr\ i* e>. 

"1 h<* hi'oa<l('a>l induct r\ no(vU 
good. ( reali\ e ^<d!i^g and merchan- 
di>ing. and clients and a^enci*'^ 
^Intuld in^ift on .--olid. I>asic market- 
ing information. 1. for one. will 
>pend all the lime 1 can with men who 
lia\(* >uch a plan, he <a\ >. Hi> >ug- 
gest<'d plan for thi< 1 1 cati\ e .'-elling 
b\ stations appe^ns below. 



3 STEPS TO MORE RADIO SALES 

DKVKLOr STATION IMAGK. /. Have stronp: personalities, and feature 
t/iein as a neiesiniper does its colinnnists, 2. Standardize rates, //are proi^ranied 
rates to fit station and marh'et. Stie/i icit/i t/ieni. -*>. /)eliver stroniJi: lot (tl area 
seriiee in news, sports, si)ecial eients. •/. Ta/:e active part in eonitnunitv life. 



\AA)r AKKA .M VKKKT D VT.V. /. /ir IlcMhle enoai^/i to apph data to 
any account, update in jo on eac/i account's business in t/ie market, 1'. f\noii- 
about advertisitif: and promotions f^oin^ on in client's field. 3. //are (asc /us- 
tories ic/iic/i are sound, rrliahle sales stories. 4, Coitipile complete mar/un data. 



DKVKLOJ* TlIK SALKS PLAN. /. Tell Murr story jaetualh. i\ >ell broad- 
cast on its oirn, t/ie station on its value, 'i. Don't cut prices. /. trui sales staff 
leit/i t/ic best /iuoivled^e and ajuipmetit, >ee t/ie\ /,noiv Iioie to use bot/i. >pend 
less time entertaining buyers and trvinn to ^et on t/ie sc/iedulc at t/ie la.^t minute. 



WHAT TEXACO LOOKS FOR 
IN RADIO STATION BUYS 
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He's battling Lestoil— on $15,000 



^ Foriiinla 409 tnkrs off witli ulif ])usli in I.estoiPs own 
barkyanL rt^aclirs salos peak tlurinj; hefty Mr. Clt^an blast 



^^n\<)in' e\(Mn<j: the '*alI-l»urJ)(^^t• dv- 
tcr^tMil" inai'kcl w ilh more than a 
ra>Lial tileaiii in e\ c wiuild do well 
to [xmdcr the Lestoil fnKlinir> -par- 
ticiilai'h if lie's e\ein<i Lf^loilV own 
l>ark\ a I tl and ha> moi tga<:e<l his 
home to lak(* it on. roiiimla 1()0*> 
1 red Splnnex did this, paith li\ 
putting* the kids to \\<jik for him to 
_i:oo<l (dlcet. 

>j)riiii:lield. \L^>. is just a sttnu^s 
throw frttni lhd\(ike. Iionu* of \dell 
(dremieal (^o.. w hieh iruike^ I>e>toil. 
IJeeause he Tnes iheie. ^priri^^fudd is 
w hei e tin* ir)-\ ear-okl >piiine\ de- 
cided to launch his Formula lU9 de- 
teriierit. V<*\ \ears. UcW heeii >(dlinj: 
it to restarjrants and industrial phmts 



as the New Kn<rland distrilnitin* {or 
lirian >c<»it l*r(»dncts 6, Alfir. Co., 
Detroil. Hut w hen hi-^ \\ if(^ stai ttnl 
lendrnt: a hit to th(^ nciirldior^ >pin- 
ne\ foun<l hinis(df almost ine\ ital)l\ 
headed into the consumer husiuess. 

\fter pt'ttin^ the fact<M'\'s l>lessin<i 
around tin* end of last \ear an<l with 
?Io,0()() total capital (and his home 
in hock I . Spinne\ started hottling 
iMuinnla 10*) in his hasement. 

If Lest<dl could sell the stnfT (ui t\. 
Sldrme\ ri^isimcd. the n ediuui should 
work line for him. Ihit. he points out. 
the SilTxtMH) had to co\ er e\er\tliing 

hottlina. <listrihution and ad\ertis- 
inir. "In l^tstou. he says. **llie nione\ 
wouldn't last a \v(u4." lint he tle\ ised 



a plan for makin*:: his funds slit-trh 
in Sprin<:fi(dd. 

>e\ eral ec()nomic realities had to 
he fa( cd ; one was a generous dtuder 
mark-up — the <ml\ \\a\. Sj)inney 
knew, to win mass displa\ sj)ace from 
gritcers. His strongest competitors 
were loughh offering tli(>se mark-ups: 
Lest<.il. 2d'; : Hand) \ruh. 20'^ : 
ljarcalen(\ 20^1: Mr. Clean (which 
w a^ to come along in mid-March » , 
ni'f. Ml (ifTered two si/es 10 and 
32 ouuio for ahout 39c and 67c*, 
respect i\('ly. Spinne\ hri night in a 
12 oz. si/e at Ollr — w ith a 41 ' ^ mark- 
up. ( The gro<'(M s Lej>endeiice on net 
profit rather than gros- sales is ex- 
plored ill sin»\sC)K\ look at the footl 
imlustr) last week, the first in a two- 
part series coiuludiiig in this issue). 

Another costl\ feature: a spra\ aj)- 
plicat<»r. Spinne\'s idea and a uni(]ue 
\ Please turn to j)a^e 4o ) 



FIGHTING GOLIATH from his Springfield, Mass. basemen!, Fred Spl.iney Iceeps up with demand for Formula 409 created by uhf saturation 
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DOUGLAS L. Smith, advertising and merchandising director of S. C. 
Johnson & Son, [oined the Racine corporation in 1956, after exten- 
sive baclcground in both client (Swift) and agency (BBDO) work 



^ D()ii*:las Siiiilli of S. C. Johnson & Son j^ivcs ihv 
''strongtvst tv sporoli of 19S9' to AXA in Cliicairo 

^ Adverlisin*: direcior dononnces attacks on tli(* 
niodinni, cites 63-day case liistorv of video sales impact 



M CHICAGO. 11. L. 
i(l\\e^t ad rirclos were >till hxr/A- 
iiig thi> week oxer wlial mam admen 
de>erihed a> the 'Vtr()njre>t. mo^i \ iji- 
orous |)ro.l\ >|>ee(li of I9o9."' deli\- 
ered la>t VVediie>da\ before the V--o- 
ciatioii of National -Vd\erli>er> at the 
Edgewater Beach Hotel. 

>peeelimiiker was fortliriglit Doug- 
las L. Smith. ad\erti>in<i and mer- 
chandising director 4)f S. C. Jolin>on 
Co.. of^Hacine. W is, \earl> IW< 
of JohnsonV S9 million annual ad 
hudget goes into t\ and Smith left no 
douht of how he and the \eteran wav 
coin|)an\ feel about the tele\ i>ion 
medium. 



La>hing out at t\ ciitio. he lold 
o2o V\ V mend>ers that connnercial 
t\ i^ "one of tlu* greate.-t as-et> which 
wt* tlu* ad\e»ti>er^. |K)--e>-. We mu.-t 
re->[>cet it. u>e it, maintain it. e\en 
cheri>h it, \e\tM- again shall we ^rr 
^u(di a [>hem)menal media impact on 
(tur hu^ine>^. 

Smith ^[toke hefoie a ^do^ed ( niem- 
her- onl\ » >c>>ion of the V\ V and hi- 
remark- were not wideK reported in 
the iiew^j)aper |)re->. Vcting tui a tip 
from a leading ad e\ecuti\ e. how - 
e\er. sI'ONsok managed to >ecuie 
C4)pie- of the Smith >peech and of 
the -lide- u-ed in hi> in-iiiinute |)i4 — 
entation. (See following page.* 



1 itled. **l)of> t\ ad\4Tti>inL^ reallv 
>ell good>?" lii> talk >coined the kiiul 
4>f eauti4)U- pu-s\ -fitoting which maii\ 
ad manager- fetd iie4e>-ar\ in jtuMic 
media 4li-4 u--i(tn-. He -aid flatly. '*l 
helie\e without an\ (|ualificati4m that 
telr\ i-i4»n ha^ Iwnl the mo-t important 
-iugh* ellect upon nur (laiK li\e- of 
anything that ha> hippened in thi- 
centur\. ... 1 h(dic\e that much of 
our |>ro-perit\ during the-e w oiuler- 
ful lO.iO's mu>t he liuK attrihutrd to 
t he force of t(dc\ i>ion in mo\ ing 
mei chandisc. and thei eh\ keeping 
our great |)iodncti\e pro(e--(^- lloui- 
i-hing. ' 

To 4locuin( lit the-r and -imilai 1h - 
lief-. >milh pn^-eiit^'d a fi)-da\ r t-r 
lii-tor\ 4»f J(din-on VV a\ ^ \[>ei irnrt m 
a -ingle markt t. Le\in jtnn. K^ ii- 
tu(k\. On 19 Mar(h 1*>.V). h* i-^ 
cei\ed .1 lett(M* fmiit 11. 1). lo\*li 
John-on /one inanagf r. rMpie-tiiij 
ad\eiti>iiig in l.e\in-toiK 

."^aid >mith. "It wa- n t ><► :ivu-uat 
a letter. Ml of \ on m ths- r^noi ha\( 
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rorfi\(Ml il. or uiio> ^iiiilkir Id it. iruin) 
tinio. 1 lio for ninro a(lverli>iM*r 
fr<»iii llio field i> an old r^^frain for 
all of us. IJiil on this jiarlirular morn- 
\Wji I \va> struck 1)> ihv fn*|d man- 
ager*.'" Ioj;ir. and llir opportnuil \ Ik* 
prcxMiled." 

Lo\<'ir.s It'thM i ml. tin's pa*rcl 
niiininji for tln^ addition of \\KVI\ 
Le\inj:lon. lo tlu' nolworks carvNinj: 
the tlinr Jolitixni Wax sliowv. was in 
fart a model that nii*;lit well he 
ropird l)\ di>lri(i and /one managers 
in any fn'M. 

Lovell (Mtrd niarkel and dlstrilni- 
tion facts, covcrajic data <tn n(M*iId)or- 
in*r Malions. cn.vt^. n li>t of C\\> ni*:Iit- 
time sliows Itcinjz carried l)\ \\ K\ T 
(ulifi and perhaps nio>t si^inihcant 
of all. pointed onl lhat two major 
food ( liains. \\ innd)i\i(^ and kro*ier. 
were nsinpr W kVT facillti(\s. 

Stnilh. upon rt^adinn: the Iett(M*. 
called I A)\ iA\ innnediat(^l\ and pro- 
]>oscd a toniih hut realistic deal. 
.|ohnsi»n wouM atl<l Lexin^^ton to llu* 
nelwnrks carr\iti^ the Zr///c (hr\, 
^ anr\ Derrin^ri, and Rnl Skelimi 
protjframs. and A\onld (h> it innnedi- 
atel\ I "toni<ihl if j)o>.sil)h*" ) . In re- 
turn. (41 ivouhl ha\ c io jiromi.^^e 
three lhin*J.•^: I i a coniplctr nnnhct- 
'ui^ l>lan, or niercliandi^in*: and salc.v 
promol ion. 2 \ a regular clirch of 
shelf uio\ onieni in 20 or 2.") care- 
fnll\ selected sloi es. and *» ) a t^oal 
jar sales //h/ci/.nc.v w hich would al- 
low .lolm.-^on not oul\ In for the 
Crr».(K)() annual e(t>| of add in*: I .e.\- 
m*rlon. hut w oiild pro\ id<^ for >uh- 
stantial additional .jolnison cotnpanv 
profit . 

Lo\ ell airi eed ( "in* w Inecd >lii:ht- 
l\* I e\ en ihonpli it meant iidvaru iri^ 
hi> ^ale.v qnota. ami within a mailer 
of minutes Johnson > Operation Le\- 
iu^lou was underway . 

What fo|low<*d. sa\s ."^mitli. "dem- 
onstrates that none of the oiln^r mar- 
k(Hiu*r \alues snch as prctduct (jual- 
it\. packa*»in*i. uiercliamlisiug. eh*. 
a<'hi(ne tlieit full measure of worth 
///;/// atli rrtisinii: iralh f:,<>f\s h) icorh. 

*'\\ hile Lcxiriulon had not fell \er\ 
nmeh. ifan\. elfeet fiom oni l\ M'lied- 
nle. ne\eilhelcsv. |lip v\\\ h;id alwa\s 
r eeci\ ed the ot her 1 >enefits of our 
UKirketin«j plan v. \\ <• had dislrihn- 
lion theie. K\er\ deal thai wv have 
e\er had consumer or lia<le deal 
e\ er\ di^pLn i>roi»ratn. m<'rchandi'*- 
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fnmi tlir lieUL Ta din ii iiioiit talk tni tr*s poncr liimds^ 
Doiiiiltis Siiiitli tlisriissetl ti remit Johnson IV ti.x oxprrience in 
I j(\xi Hilton. Ky,, tvltirit hryian with this fichl ntaiiail(*r^s letter 



in^ *:imuiiek. ^ales promotion pit re 
all of llies(^ I lad heen a\ ailahle. 
I\\ev\lirm*i hut ad\ertisiu*z had ln*eu 
*»oiriir ther(\ 

W ilh the <h*ci>ion to ad<l Lexington 
lo the Johnson rnMworks. ho\\(ner. the 
whole inachiner\ of tv advertising he- 
*£an to roll. 

Dillicult and complicaliMl th()Ui!li il 
seonnMl ( "il took fauc\ font w or k \ 
WkVr was added to the C\\> net- 
works for two Johnson shows on the 
\er\ ni^ht of Lo\eH s call. The sta- 
tion called (ncr) ke\ retailer in 
iri^lorr hefore the first hroadcast and 
asked tlnMii to listen. Ka<lio and t\ 
spots amrouriccd lire new pr oiiraminii. 
and the stations own news hroadca^l 
<*arried ^inrilar anrrormcenienls. 

Mcanw hile. Johnsons Lexinuton 



sahvsman cauizht fire and he*2:an huild- 
in^r store disphns 21 in the first 
three weeks. "W hat s more." sax^^ 
Smith, "sales fr*om tlu^se displays in- 
dicated the innnediate impact of our 
ad\erlisln*i. I*]\ en old displays ^^Iiowed 
lnercas(*s in extra luisine.<^ of from 
S7 to >l() a (la\." 

Achlit iomd (n ideuce of consumei 
mo\<Mrieut cann" irr from wholesale or- 
d(»rs. \ L<*xiniilon druir chain lhat 
had heen s(Midinu in an order a un)nth 
for \<\us serrt lhr<M' or<lei's in three 
weeks, each hiii*z<'r than pn*\ ions 
rrronllrl) om\ 

Old at counts hc^zan adding a<ldi- 
lional pro(hu'ls such as J-W ax and In- 
stant J-\\nx for the first liuu*. Iir 
.some stores Jolnr^ou s<m rired their 
first auloniol i\ e disnhn s in seven 



\ cai^. 1 11 ;i l>i<r iri(lc|HMi(lt'nt super- 
market Johnson s;il<\siiicn irot pcniii^- 
sioii to r(\irr;iii«:e tli<' sliclxes witli i\ 
2o' < iiicreii>(' in fn(Mii<rs. \ major 
ftiod clinin sclicdulcti tlic hiirjicst Jolin- 
:i(>ii (lispIiiN c\cr \nuh in Louisville. 

^'\\n[ of coiirso." sa\s Jt)liii^oii. 
"tliat <\iu't he Ciillotl a (lirtM t rt'^iilt of 
our tv a(l\ erti>ing. It was jii^t rapi- 
lali/in^ on that a(l\frtisiiig. \\ Iiat we 
noe(h*<l was r\'i(l(Mi('o of iiicrea>o(l con- 
sumcr business tlint w on Id he sus- 
tained o\er a long period of time. " 

Jidnison got this e\ idenee fri^n aii- 
dit-i of ^tore purchase figures in 10 
higli-\ oluiiie gi oeer\ rliaiii retail out- 
lets, and ele\ en high \ ohjnie inde- 
pendent outlets. The good news: a 
whopping 2(K)'( iner<\ase for \pril 
1959 o\er April \9:^V>. 

Kven im)r(* startling to skeptics who 
^till wonder '*l)oes t\ advertising 
realK >ell goods?*' was tlii^ soli*! 
fart: nrl sales increase for Af)ril 
alone trill pay for Johnson\s Lexin^:- 
fon adrcrfisins: for t ft e cut ir e fir .v/ 
year. 

Said Smith. *'I)espitt^ this. I don't 



think that the Lexington >tor\ 
earth-shaking. But ther*' are main 
lesions to he Ieariu\l froin thi> e\- 
I <-rleM<M*. and old h*s>uns to h<* re- 
leavued. 'I In^ lUM'd for a halam-ed 
program for example. The right <-(Tnrt 
at the right time. \n<l something I 
intend to empliasi/(^ strong I \ w ith 
e\ei\ >ah'>iiian in our C()mpan\ that 
t\ ad\erti>iiig i> strongK mei (•hantli>- 
ahle. It ran Im' used as a sale> tool 
to produc*' immediate sale> results." 

Smith then tiirncMl hi- attention to 
the critic- of t\ and told his \\ \ an- 
ilicuce. '*l am disiiia\ed at the con- 
stant critiei>iiis of t\ V detrador-.. 
I lu^re ar<* two kinds the <'oluimiists 
who re\ i<n\ the >how> and the adv(T- 
tisiiig media people who ha\e a sales 
ax<^ to griinh 

" \s to the former, there are >oine 
good and ohjecti\e <Titici>ms Liit too 
fretpientK the eiTect U to 'pan' a t\ 
-how rather than tr\ to understand it. 
In tlii> area, we the ad\ertiser must 
a»uni<^ SOUK* leadership and iulhi- 
ence on the matter t)f critical tastefuL 
ne.-s. We .-hould feel an ultimate oh- 



ligatioii that the -hou- we >pon-or 
he a^ ta>tefiill\ done a- p()>-ihlr. 

"Of <*\ en greater concern i- the 
critit i-m that comes fium the otln^r 
mc<lia. that u-e tiuMr -pace and print 
to attack t\. The Ftnttme aiti(Ie of 
hi-t Noxcmher i> a ca-e in pt)int, 
where a x^ion- dis--er\ice \\a- done 
t() tlu' piihli<- and the ad\eiti-er hotlu 
h't alone tv. This kind of critici-m. 
h\ heing non-ohjc<ti \ e and ii-ing 
<| notionahh* data. oI)fii-<-atc- and he- 
<-|ontls the real is-ucs and nltiuuiteh 
temis to ct)nrnse some of the ad\crti>- 
v\> and husine-- management. 

''And h\ the wa\ I ha\e \<*t to se<» 
a t\ network or a r-tatiori u-e it> air 
ttnte to attack another medium. 

*'('ommer<-iaI t\ i> a \ ital thing, a 
nece--ar\ things and I >a\ that we a- 
national ad\ ci ti-ci>. u>iiig this great 
-elliiig for(<*. must re-pcct it. u-e it. 
uKiintain it and cherl>li it. 

"I ph'ad for p<M>pecti\<' on onr part, 
and on our inanag<'ment's to recogiii/e 
the part that t\ (*aii pla\ in maintain- 
ing Aim^'ican piosperit\. ^ 



i ninirdiiito increase in sti}re displays rtime 
nitli tv srlirdule. One shoivn here moved 8 
rases in / () days — $10 daily extra hnsiness 




^ Honey of d Buy 




TOTAL SALES OF JOHNSON 



IN LEXIN6T0N.KY. 



I>uring the MonHi of April '59 Vs: April ^ 

Purchases of 21 high wAime chain and independent grocery MHris 
MOHTHLY SAIB IN CASES %<»m 



Ttmu. SAUS 
Am. '%g 
' -SB 



CHMNSONLY 



MKniBCKTSONL 
APML 19 



Urst ttunitli after >tiirt oj tv Urtnitilit '200^ ( 
sales increase. April sales alone ptiid cost ttj 
a fnll year's tv otlrrrtisim: in Le.xintitoiK K\\ 



HOW TV STACKS UP AGAINST 



^ Jll^t-reh'ase(^ TvH study show;? hig advantages in 
audioueos and costs over newspaper magazine sections 

^ Tv wins on homes reached, women reached, and 
costs-per.1,000 for comparahle $"^10,000 weekly budgets 



f^or t^^ l*>o9 Sales (Millies Ix'inp: 
*rive!i this \enr in 16 citi(*« to statioti 
and station re[tresentati\ e *i roups, 
Tvl) lia> eonie up w itli an importatit 
stuth on national weekly newspaper 
>nppl(^nients that is hound to eau>e 
talk in media and advertising eirele.s. 

Titled "How Strong i.s the \\V(*kI\ 
Su!ida\ Suppletnent?" and puhli>hed 
here for the fwA time, the T\ H report 
gi\es factual comparisons hetwcen t\ 
and the (tnl\ major hrauch of print 
media w hich >h(t\\ed a lineage in- 
crease in I*).")!!. 



Net (tf Tvl5 findings: despite gains 
in eircuhuion. nund>er of papers ear- 
r\ ing and ad dolhir incomes, the four 
major national supplements — The 
American IVeekly, F ainily II cekly, 
Parade and llii^ Week — still hig far 
hehind hoth net and spot t\' in co\t*r- 
agc. penetration, cost elhcienex and 
deh\ ered messages. 

Ijet^aust^ Sunday ntnxs supplements 
ha\(^ generated more enthusiasm 
among agencies and national adver- 
tisers than an} other form of print in 
recent \ears, the details of the Tvl> 



ha\e a special significance for all fu- 
ture, large-scale media planning. 

Total gross circulation for the four 
major supplements, as of the hegin- 
ning of 19.^9. stood at 35.964.614— a 
gain of 1.566,086 for the year. The 
nund>er of papers carrying these sup- 
plements also rose from 293 to 311. 

But such increase, however cheer- 
ful to the proprietors of This IVeeh, 
American IVcekly, Parade, and Fam- 
ily Weekly, fail to spotlight signifi- 
cant trends in the supplement picture, 
according to TvH. 

During the past four \e.ars, the av- 
erage cost per four-color page in the 
four major supplements has increased 
40'? while total circulation has in- 
creased only 2iy[. And, despite a 
ri>e in the nund)er of papers carr\ing 
supplements, the average circulation 
per paper has dropped h\ 15' ?. 

Kven more serittus for the national 




GEORGE HUNTINGTON, vp tind gen mandger of TvB 
the ChiCfiqo SaL^s CIrnic where ihe new tv-supp!ennenf 

SOI Itn I ■■■■■ Sn! i. (till vuirrldiif \Vci*kly a.il:i T\ll .m.i Mel^e'-- \\\ lu-iio- 
study was unveiled to over 100 station men and station reps 'mTm- i i<ll \ s hem tlino 'f cath tM.iy 
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SUNDAY NEWS SUPPLEMENTS 



(Mtiscr, savs \\ I>. is tlu* fact lliat 
>uii(Ia\ snppIeiHoiils, tli(ni<zli rlnirniiig 
to I>e ''national/' sliow uitio area fluc- 
tuations in jXMictrations and coverag(\ 

l*()intin<z out tliat in c\ (m v siu<:Ie 
L .S. count) at I(»ast }'7 of all Ii()nie> 
are equipped w itii t\ ^et>. tlie 'I\ W 
>tu<Iy details tin* e\trein*d\ tliin coun- 
ty penetration of tlu* four Icadin*: sup- 
plements. For example: 24*^7 of all 
I .S. counties <iet no copie> of 77//^ 
lVeek\ 40*^^ no copie> of American 
ireekl)\ 41V 1 no copies of Parade. 
and more than oOS' no copies of 
Family ireek. 

Other prn\ ()cati\e iteul^ in the W \\ 
presentation include ii .-special 4\ H- 
Pulse stud) of time spent on ne\\>- 
papiT readersliip compared to t\- 
view in*;. I]oth dail) and Sunday i(»a(l- 
iri<r-\ itn\inf; fi<;ures ^hou a wide mar- 
liin in favor of t\. Here, for exaniph*. 
are tlie Mondav-Frida\ figures : 



Minutes jier pers(ni per da\ 

( nder 17 o 99 

IJi-49 14 101 

.K) and o\e\ 7)2 106 

\v. all i)ersoris ]02 
(^ontrar) to popular I)elief. nev\>- 
pa])er reader>hip on Sunday i> not 
much hea\ ier tlian on ue**kda)>. e\ en 
tIion<rh Sunday papers luu'c man) 
more pa<ies. The Snnda) fi<;uie>. 
Minutes ]H'r per>on per da\ 



I iider IT 
18-49 

."SO and o\ cr 
\v. all persons 



16 
AW 



9; J 

117 
112 
110 



T\ H points out that these Sundav 
fi*zur(*s indicate less readorv^hip per 
pa<rt* for Sunday paper> tlian for 
wet^kly. And all iv^e <zroups spend at 
Iea>t twice as mu(di tini<* \\al<diin^ tv. 

KnrtIiermor<\ IVIJ eite> a Stnreh 



(ioiisnnier Ma<:ii/ine report, and a 
special -tud) I»\ lUieh to show that 
SmuLi) paper readership i> not tlie 
sanu' as that of a Snnda)" suppleuient. 

Aceordin*: to l*urh 21'/ (tf men 
and \{V i of wouKMi r(MdtM> of Sun- 
da) new.spapers do n(tt reatl tlu* >np- 
plemcnt at all. >o approxiniat* I\ 
20^' of tile total nin>t he lopped olT 
supplement ( irc ulation claims, 

\\4i( 'U It comes to pcr-pa<;c r(*a(ler- 
ship e\en further redu( tion> mu^t hr 
niad<\ \\cra<rc r(*adership per pa^^e 
for a Sunda) supplennMit is M.'l* ( 
for men and 40.9%' for women. Or 
sa\> Tv H. ''if we. are talkin*; ahctul a 
10.000.000 eircnialiun ma^'a/ine like 
American ireekly, tlii> hrin*r-s ad 
nvnicrship down to a It»\ (d that umA 
nati(mal ad\enti>er> on tv would he 
most unhapp) ahout — } or r> million 
\ ieuers." 

\ Article concl. ne xt pac^e^ 



BUY IN A SUPPLEMENT, SPOT TV, AND NETWORK TV 



SPOT ti:li:visio\ (Kxa.mplei 

20-scconds. 6:30 PM. Monday through Friday 



MCTWOKK TKI.KVISIOX ( KX VMl'l.F 

Participating sponsorship of 5 daytime '4 hour shows 
Treasure Hunt. Haggis Baggis. It Could Be You 
DouRh Re Ml. The Price Is Right 



Cost ( per irrck) 


S41,951 


(]ttst ( per a vera lie week) 


S41,600 


^Inrkets 


50 


Markets 


140 


I n (I u plica ted II 0 ines 


11,947,000 


I 'ndii plicated ll<nnf*s 


10,765.000 


9r Penetration of I . Iloinrs 


24.1% 


^ Penetration of L . >, Homes 


21.0% 


Ttttal llcncrs (niitltipl.) 


30,465.000 


Ttptal ritni i*rs ( iindiipL) 


17.224.000 


C<»st'pcr' 1 A)()() } icn crs 


S1.38 


Cost'per' 1 AHH) I leivers 


S2.42 


omen 1 'ieu ers (n ndii pL) 


9.596.000 


11 onien I'ieivers (nndupl,) 


10,281,500 


iUtat-per'l AH}0 ll'tnnen }leivt*rs 


S4.37 


( ost'per-l A)00 11 tnnen l lfnrers 


S4.04 


NOTK: 'Hie costs fK^r lhou^a/i4 aboTe arc m tniiluplK 
Tltwer Impre-^-ian iii Uie m*'>" example w -jiJ tie f"' itiJ 


'r\\ >ir)cc in (T ti 


j^ i ■■nnn,>'i,I ; ^mv i v-^'iiin i>ii ■*<-!■ 
I^al rl'illlli'h iiil^ii "If^wf • ^ ' - »_ «' •» li if M ,^ k 


1 .1,, ... 1 



30 MA^ lo.VJ 



\^ ii fiKtUiil rninpai i>on nf ^u|)])le- 
iii(Mil> and t\ . llic I) >tu(l\ >h4»\\> 
I lie ( o>t. 4'<t\ cra^r. rii culat ioii. nd 
iii)tin*i and ( 1^M> foi a full-pai;** four- 
coin r ad in AiiicnCaii W ecLi), and 
r(tin|iaro< tlicni uitli lli(ts(* fur a fn**- 
a-\\(M'k x'lnvlnlc of >j)ot l\ 2()*> in .")() 
markets, and for parti^ ipatin^i spoii- 
^<)i'>hip in fnr davtini*' lioui net- 
work h >lio\\ > { s(M* lutx ► . 

a sliiilitl) liiplier ro>l jici wc^rk. 
llif x lit'dulc rca(lH'> .^0 niark('t> 
in>tcad of ;U. and 11.*>17.(K)() nndu- 
[di( at4Ml lionu'> ((tnijtarrd to ilu» siij)- 
])l(Mn(Mit"> circulation of lO.ltl.l.flOO. 

\\ hen it 4 nnH's to "ad notci>'* tlic 
ri<:nrc> arc c\ cn more heavily in fa- 
\{\x of >|)ot t\ . \\craj:4^ nunihcr (tf 
ad notcrs for a four-color pajze in 
Imcrican l\ cclh \> 7.(>;^I.(HH) while 
the ^|M)t scliedulc draus .'^O. U)o.()(lt) 
unduj)li4-atcd viewers. Co>is |)cr-l.()0() 
for Ijotli total \iewci>'. and women 
\ ic\\ cr.s show o(|nall\ siron<i ad\ an- 
ta^i(\s foi >\mA l\ . 

I lie coni]>ari>(tn of n^'t t\ >u[)|)le- 
ni(Mit> i> full) a^ con\ incin<i though 
the diih'r^Miccs in die andicnc** total> 
and 4N)ni|)o>ition> will ])vo\ ok*' nuj(h 
di>cu»ion and >harj)-|)cnci| w ork 
auKuijr keen-**} cd niedia men. 

For roujihh th(^ s^auie nioue\ a> tin* 
-pol -rheduh' (>ll.r.(K) \ ?ll/).ll) 
the lu't t\ plan (tf fne da\ time par- 
tit ipat i(>n> ^ets into mou^ mark^-ts 
(lit) \s. fil) ) hut r(»acli(*> h'wer nn- 
duplicated honic> and few cr tola I 
\Icwcr> than tin* -pot >clH*dulc. 

llowe\(M*. hoth net an*! sjxtt ])hin.^ 
fa r out reach the >uppl(Mr4Mit in all 
cla>sifications and present far more 
(ilicient for total and women 

\ iew4*r*^. /iinri irnii ll 'ce^'h, \s (d *M 
f<tr w omen voter-, for 4'\am]:de. i? 
^7.2*A compar4'd to !f l.*>7 for the >pot 
plan and S l-.O !■ for network. 

\ll in all tin' d \ 1> prevcutation [)ro- 
\ ide> a c(ni\ iueiu^ case for t\ \ Sun- 
da} uui;ra/ine s^ectious. and is a >tud\' 
u hi( li niedia director^, tlnndui) er> 
and j)lan^ hoard uicudxT-^ will find 
profitahle to examine in d( tail. 

In a(hlitiou to tin* supplement ma- 
terial. 'r\ l]'s Sale^ ( liuio an* aiming 
station men and stal ittii repi escnta- 
ti\es widi stron*! rchuttal aifinuu'nt> 
to the tola I S( Hin<r campaign of 
\NI*\. l-ach (d 20 newspaper aign- 
ineiits against i\ . <iud in fa\ or of 
piint. is aual\/ed and .strong 4'onntcr- 
ar^uiUKMits a<l\aue4Ml. ( >ce futiii*' is- 
-U( s of sPoN^OK for a summar\ <d 
1 \ l> leplics. I 



HOW RADIO GOT 

^ Crispy finds iin»ii, leeiiagrrs hettt^r prospects for 
pizzas than lionsewives; ca])tiir(\s 50% of New England 

^ Stratejzy involves heavy radio spot in drivinjz and 
p.m. honrs for pin-pointed andienees at thrifty eosts 



In less than >i\ month>. \ew' Eng- 
land finds itself with a new jti/./n 
king. In unseating its ri\al>. the new 
4-hanij)ion i which now ( laim> '( 
(tf the higlil) conipctitixe market in 
that ar(»a I made us(> of some im- 
portant di>cn\ erics mad(^ on a trium- 
jthal ride from tot market invasion? 
of Miami and Baltimore. 

Original Crisp\ IMz/a is no 
.strang(*r to the fudd. Its thrc** plant> 
across the countr\ ha\ e heeu keeping 
1 e.staurant>. snack .stan^ls ami dri\e- 
in tlu*aters supplied with pi//a long 
4Miough to >ec a fad turn into a >taple 
.second ouh to the li<tt dog as a snack 
item. 

It was to li(» e\p(Mted that Hronx- 
horn Andrew \ irga. the com[)an\ s 
general manag^M . w ould aUo Ik* 



e\cing the S2i)() million growth of the 
market in consnuKM* retail sales. He 
set his sight> on New Rngland. not 
lKM^aiis(^ th(* market needed another 
]dz/a hraml. hut lMM*ause a new ap- 
])roa(di t(t s(dling a strong competiti\e 
.staj)le will oft(Mi turn the scal(*s if 
the angle i.s the right one. 

Virga had sniiie well-calculated 
hunehe> whi(di he decid(^d to test in 
another health) pizra-area. Miami. 
rather than New England. A^ soon a.s 
he got W ( distributiini in Miami 
grocery >tore>. he began souie testing 
with his ad\ertl>ing ag(Mic\ . Hen B. 
nii» Co.. N4n\ ^ ork. 

Consumer r(*aetions to ]>roduct 
demon>tral ions w ere ol)ser\ cd and 
hu\ ing hahits uote^l. "It soon hecnme 
apparent." sa\> Hli». **that the real 



SLICING INTO PIZZA PROBLEMS 



Vi V - CRISPY PIZZA 

.'. .<H BUY ON E 

J MM'. CHEFS 



HAJ ■ 




FEW M PERMAUkETS aihrn 
(l}spU}\> in jjo:eu food .scclion, 
Hul loiiio icon this unique lie- 
ton iat icjt^ for r/-/.s/)y }*i::(i. 
Another p/ohh'/n: to aim radio 
piteh at teenai^ers and ineiK hv- 
j)assinf: houseu ife u ho rai elv 
hn\.'i pizza on her oun. . thhouich 
item has iiained aeeeptoni e 
.second ovh to hot dou^s as a 
snach food, there is no /?«//o/?- 
ah) disti ihnted jiozen pizza tai 
the market nou. Ihit Crispy. 
noH h'adinii' in \ ew Eiifihin(L 
is phi/minp: national e.\pansi<m 



MMiN.soi; • M) M \^ 19.V) 



PIZZA PAST UNFRIENDLY MOMS 




NOT A MOM IN SIGHT lor free piiza as teenagers and mer^ are led by (r to I) WHDH d.j. Jess Cain, brolters Arthur and Henry Halpern 



inllucnros in [he bin iiiir of |)i//a were 
te(.Mia^(M> 11 nd men. The h(>n>(n\ \ {v 
would often walk nwa) from lh(^ dcMii- 
on>tralion>. which h(*l(l mah'> and 
yourigster> faseiriato(h W hen >hc did 
make a ])ureha>e. it w a> in \ ni uihU 
the teenager or the hii>hand thai 
talked her into it. 

From the>e findina'*. Hh^- de- 
\(^l(>|)(*d a nuMlia >trate|j:\ aimed at 
the ehief pizza purchasers. "Hecause 
it's a faniih item." sa\ ^ "air 
media w ould motivatt^ eoneerted re- 
sponse." Hilt th(^ prohlem was to find 
a response that would take th(* deci- 
sion aua\ from M()ni. and pnt it into 
the hand> of the kids and the nuMi. 

Crisp\ merchandix'd its projectt^d 
campaign to the >tores and set the 
starting (hite uhtMi 73' ^ di>trihntion 
was reached. On l.*^ October, a -ix- 
\Neek t(*>t began in Miami. rhi> wa> 
the media >trnt(*i:\ used: 



• Radio. Three sttition> wtMt^ piir- 
elia>ed. two with >tr(»ng teen-age ap- 
peal, one with a gr(\iter liou>(*wif(* 
emphasis during tht* da\ . \bout 2Tr> 
>pots wcrt^ bought in prinu^ and after- 
noon time>. and throughout the (hiy 
on Satiirda) . ^^pot> w cr(^ mainl\ 60 
x'conds with a ^prinl^lillg r>f 20 ^ and 
U)'*. I'act sheet> and cop\ were ^up- 
plied station per>(»nalitic>. 

• 7 r. Local li\e cut-in- on tmeri- 
can Handstand and minute ^pot> in 
a late nio\ 'u\ the former for it> tren- 
age audienc(*. the latter f(»r its faniil\ 
mak(*up. 

• Print. \ newspaper in I'^t. 
Lau(h^rdale w a^* cIiohmi becaU'^c of 
it> freedom from Miami and Palrn 
Heacli tonri>l inlhienr(\ 

Tied to all this was a coupon offer 
d(\'*igncd to te>t tlu* (dTecti\ (Mie^- of 
each iiiediuiii as w(*ll a> (\acli 'itaticui. 
A free pizza olTcr depcMided on the 



piirelia>e of a pizza. Iab»d of w liieli 
had t(» mailed to ?tation nr new — 
paper for the coup(»n. 

\lmost inimediateh . IJIiss report>. 
it became c\ id(Mit that radio was 
outpulling t\ better than .")()' ( on an 
iiidi\idual >tation ba>i>. The print 
ropon>(\ be >a\ >. w a> >*» iri'^ignifi- 
( ant a> to be di>carded at oiire. 

Vnumg tin* three >tatiun>. it u 
noted that the Ie(Miag(*-(lireeted sta- 
tion> (mlpiilled the une wli(»-f' after- 
noon appeal wa- maird\ aimed at 
the housewife Uigain it was ahnor-t 
a 2 to 1 margin with a .\ to 1 (*j~.t 
per unit * . 

"('leai 1\ HIi-- ^a\ "we wci' 
:'eeing demori'^tr ated w hat our in- 
'^tore tc'^ting had alread\ pro\ rd tin- 
fact that Mom i> not the j t r-^t^n pri- 
marih intcMc^ted in pizza." 

\ >eeoiular\ t(*-t < cac h p<M-oruilit\ 
' irtiric r<ii\tinut\^ next paL( ^ 
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— — wirh the 
BIG cheese"^ in Wisconsin 

Not only 34 million people 

but 2 million cows. 

WEAU-TV 

EAU CLAIRE, WISCONSIN 



Ray Eliingsen 



HOTOGRAPHY 



can q»ve 
your 

phof oqraphic needs 
fhe kind of 
afienfion 
you like 
. . . backed by 
experience 
and arfistry! 

Simply call 
DEIaware 7-72<9 

ar write fa 
12 E. Grand Ave. 

Chicaga 



r(n]iir-l*Ml ninlienrc lo iiKiil the 
laln'l dircctl} to liiiii ) proNidcd fur- 
ther ('\ idciH'i^ lluil I he ]>riin(^ linn* 
and iift(*r-li ]).in. d.j. >\uA> were doiii<i 
the priniavv jol*. 

\fter llu' te^-l pcriotl w a> o\ *m aiul 
IfH)'; di>triltiili<*ii <d)tiiincd. onl 
tlu' Miami srlu'diilc^ hark In a main- 
U'lianc*' \c\c\. \ r)2-\\*'('k pntteni \\a> 
\\ork(Ml out l>a>e(l on wlial luid Ix'cn 
U'arii* (l from the le>l. and llie li^^ting 
aita \\a> ^liiftt'd to Baltimore. 

'riii> intermedial) ^t(*p on llie road 
to \*'\\ laiiihind \\a^ (Uv-iiiiied l<t re- 
fine llie Miami media fin*lin»:s and tesi 
llu'ir ollieiencx in a di>>iniilar mar- 
k(M. \> l>efore. (li>tril)uti(»n \\a> 

ohlaintMl b*'fon' a*l\ ei li*-in^ l>ejj;an. 
The followinir >i\-ueek te^l eani]>ai*rn 
kicked oil 21 No\(Mnher: 

• IukIhk V\\ e slalion> w ere >e- 
KhIimI with pilinai\ malo-teen-aiie a])- 
peal. S})ot>. ajiain larg(*ly W>. were 
phie*'d belueeii 7-9 a.m.. '^-10 p.m. 
and ihron^hont tlie da\ on Salnr*la\. 
Kret|uenr\ : ahoni HtK) p*'r week. 

• Tv, The elT*)rt heie was lo if 
hroadeninjz I he ])r*)jiraming appeal 
to inelmh* more tnah^s wonid piek up 
the eonp*Mi resptmse. Saluvda\ after- 
no(Mi nio\ ie>. hite ne\\> and othei 
>ti onii male-app(*al adjacencies wert* 
tri*Ml in athlilion t*) leeii-a»:(* .-hows. 

• Print. Omitled in ihis area. 
"Ilaliii^r^ were ahsohitely vahieh'ss 

lo ns. " Kllss sa \ s. "Th(* mall lc>l 
auain iia\*' n> onr answers. ' 

Kc^uhs jjaralleird ihe Miami find- 
iiiiis. \s IxTore. 1 tli>s pul the l(*-l 
maikel on a 32-we*'k maintenance 
^-chcduh*. then moved on lo th(* main 
hattleficdd \(*w l'Ji»ihnid. I' r*)m what 
had h<'eti h'arncd "Nm the r*>a*L'' spol 
radio was ( learh earmaik*'d lo carr\ 
tlu' fieiohl. 

riie New l'ji*ilaiid cam|)ai<in he<ian 
29 I )*M *'mher and nnnouiH'enh'iil^ 
w*'fc xhiMlnled at ihe rate of 2.rt(KI 
per week. ( >enter <tf ihe radio hill/ 
was Ko-loii with four radio >lalion- 
iWCOr. WIlDll. Wild). \\MK\i. 
Two >lalIons were n*-e*l in New lIa\*Mi 
(W \\7. W MIC), one each in 
^|>i iiiiificld ( \V> riJ ). Wo I ce-ler 
(WOUCi. llartfi.rd iWkMW. rio\i- 
dence i \\ l(*Ki and Ttntland. Me. 

«\\(; \\ I. 

wa- liiiiit^'d to I wo marktMs: 
r»o>lon ( W 111) 1 l-T\ ) a nd N ew 
lla\cn i\\ MIC-TN ). Hli- hon-ht 
-j)o|> as * lose a> }>o*-*-ihh' to (Tas- \ 
I itne- w hei e t*'ens and adults eoul 1 
he ronnled on a*- \ iew*'is. L*)cal l^aar 
and a local Icen-uiz** dance -liow in 



llo^lon wcie u-cd. with Imerican 
Uandstand I Dick ( lark I eut-ins in 
New I la\ en. 

Snpermarkel reaction and mall re- 
spons(* in New l%n<.dand f*>llo\ved ihe 
exaci j)atlern.*- e>lahlishcd in F^alli- 
more and Miami. The six-week cani- 
j>ai*rn en a hied (]ri>p\ . a eomplcteK 
new hrand of fro/en pi/za to ]>ene- 
trale a market thai wa> tijzlilK 
st(ieke(1 with olher pi//a hrands. Bui 
(h'i>p\ jralned \o. 1 >ales posillon. 
capluiin»r .">()'*' of ihe mark*^t liefore 
ihe inlensi\*' campai*in wa^ o\er. 

(<nrrenll\. ei»!hl New Knjihnul >ta- 
lions are still heiii^ n>ed. although 
during the ^-nnnner a *-lighl enld>aek 
in fre(pienc\ i*^ aniieipated. >lraugely 
enongh. in Miami where llV summer 
all annind. frozen pizza .^ale? 

ha\c no seasonal fhiclnation. ^el. in 
four s(Mson area>, ])izza sale- do drop 
olT sonicw lial in the warm weatln'r. 

Specific sales figures for Crispv 
wtM*' noi a\ailal)l*\ Howe\er. SPONXiH 
did h\arn lhal ihe tremendous >ales 
vohnre of Crisp\' Is j)nsliing the j)ro- 
diielion facililie- of its ihree large 
plaiils. 

TIm'sc planis- Ioeat*Ml in New 
^ ork. (Tiieag*) and California— ft)l- 
lowed llie growth palh^ni of the pizza 
iiidnsU ) . fjut as his eonipanv ex- 
panded. g(*n(M'al mgr. Andrew Virga 
nol(*d sirong local preferenees (sau- 
sage pizza, for example, leads in the 
niiihvest I . 

Lo(>al preferences are a hig faclor 
in pizza sales. 1*"\ (mi racial preferenees 
enter lln* ])lcture v(*ry sirongh". Thi^ 
was j)ro\(Ml in Hallimorc. Hli-s j^oints 
out. where a Aegro-appeal sialion 
w as iiM'd. '1 he eonpon promollon 
drew negligihle r(*sjion>e and Crispy 
('(tutduded f nnn ihe lesi thai the 
marktM is nol \*'l ihere. 

Now claiming ."iO*^ ^ of ihe \ew 
Ihighmil market. Cri>j)\ is planning 
an exUMi-i\e t»xpan-ion this fall. Al- 
llioiigh n*Mllier agenc\ nor eli*Mit will 
ie\eal what -jKM^fie markets they 
plan lo iinade next. the\ do agree 
-jtol radio w ill he their prime hu\ . 
Thc\ will continiit* in llieir prescul 
niaik*'ts Willi .')2-wcek firm contracts 
on ih** >tation- lhat lia\e j>nlled hcst 
for ihem. 

IImmc's no (piesllon thai pizza has 
a triMiitMidou- gr*)wlli future. Ih** rt*- 
( fill ad\*'iil of G*'ncral Mills into tlie 
inaikel willi a l>ett\ ( io*'ker frozen 
pizza Is oiH' indication of this. Of 
ihe eight major pizza hraiids ttii ihe 
maiket. mo-t aie frozen. 



FORMULA 409 

{ ('.ont\l from i)ni::c 'M> I 

oiH' (iiiion^i: li<';i\ \ mIiiI) rlciiiKM s. Oil 
l(ij) of tills. lit' kiit'\\ lliiil ^iiliiinlinri 
In Iii^ ('li(>?eii ined iiiiii l\ iiuMiil 
fihiUNl rninnit'Vfiiils. 

lit' j)ut a S|)riii^^ field ruin ("om- 
incK'iiil riliii>. lilt', lo work on [wo 
^j)ols i a 60 iititl ii -IroniiU liiuii- 
li(»litiiii: n])j>li('iiloi antl liie fat I 
that llic (lt'i(n'<it'nl !'e(|nii'(^> no diln- 
lioii ht'fort' n>iii^. 

Si net' [)i'ocliitlion ('t>^ls wei t* un- 
a\ oi(lal)lt'. Sj)iniitn V act'-iii-ilic-iiolt* 
\\a> nlif lekn i^ion. IK* workt'd oul 
a ^clit'tlnlf uith SprinofirldV W W LI*. 
I\ that *>a\t' him not onh a respt't-l- 
al)l(^ saluralion hnl a jiiickape aimed 
at icacliinti iIk* lioiiM'wift' 1)\ diawint: 
the kid> into his marketing jnetnie: 

• Filmed spois. Thirt\ 2()-second 
^pot>. Moiula\ -ihron^uh-SaUirda) . ht^- 
tueen 10 a.m. and 11 |).m. on run t»f 
sehednie wouhl |)it)\ ide the f)\er-all 
ninhielhi. ^^» pinjMtint the familv. 
a Tu(\^da \ -thi()n^h-Frida\ spoi \\a^ 
.^lattnl at G:'M) p.\u. diretti) f(dlo\\iiif: 
an afternoon nio\it\ 

• Lhe .</)o/.s. Out" per da\ on the 
int)rniiii: Romper Ro()}}i wonhl ntili/e 
the pre-kiiuler<^arl(Mi show parliri- 
|)anl> in the >aine wa\ that tiie fihn 
-pol iisetl il> **molli(M-*r; ht»lper." 
\inied more dirtvtlv at the hoiiMM\ife 
\\a> an identieal sehednle (one s|)t)t 
per tla\ i on the Kill) Bromaii Slum 
ill the aflcnioon. 

The -rhetlnle he^^ni o Januai \ . 

ilh the mass displays which the 
mark-up wa> i:etlin^r him. >pinrie\ 
ua> ahle to judue tiie re-nlts almost 
imniedialeh . It ereaietl suflicieiit 
chunor to offset liie mid-March 
arri\ai of r\(;V M,-, ^^\[h a 

\eritahle eireus lo iiitrotlnce him: 
in addition to a spot saturation, a 
\\hite truck etjnipped with a sound- 
l^ov to pha\ the t^ommereials tra\eled 
the slretMs, elTectin^i: a neari\ lOOS' 
>ani|)lin^Lr of nei<ihl)t)rhood-. with its 
o-oz. hottles. 

llowe\tM. the \ or\ week of th(^ Mr. 
Clean rtinimoiion. Formula 100 
reached the ptiiut where TOO case- 
were mo\ in<i frt)iu the S|>iiine\ ha^e- 
nit'nl a month h a\ eraiie that hi- 
in'eii maiulainetl e\ ei -iuce. I n- 
comaiied h\ this act eplaiu e. >piiine\ 
\> neiioliatiuir with the fael()r\ for 
total I . S, ctnismner ri^hl-. 

Meanwhile, he phnis to pie^- his 
sain^ in New Kn^rlaiul. \t the mo- 
nient. **l)a\id's'* sMng-hot i- aimed 
in (he diretMion of (>onnectif ut. ^ 



BOB BANNER 

iC.onl d jioiu pa^e .'^.3 I 

will he pro(hi('(Nl on l>road w a\ ihi^ 
eoniiuii season. W ilh lw»i other cou- 
ples ( who ait' (loiufr the mu^it ) . 
llie\'\e rc\ ised (liradaux' " \|)ollo of 
HtHlac" l)\ iewrilin<; tlit^ short stt)r\ 
faiilas\ and addiu^iz »)ri<rinal lun^ic. 

(hi music hn \\ and he^ a spe- 
cialist in tlil^ he thinks tele\isinii 
"shonldn t vt\ilh lune original nui^ie 
heeau^e il'< pre^tnited onl\ t)nce aud 
is so llet'tiiii: that it can't eatt h on 
fas! w ith an audicuec." 

I lit* fr(Nli- faced Tt^xaii has Ion*; 
h( t'li a inusieal a^ \\ell as a dramatit 
s|ie('iali^t. I )iiriu<! his first \ eai at 
Souihtnii Meihotlisi 1 . in Dallas he 
luiinlled arraiif:emcnts and or(diestia 
condncling for eight theatres in the 
Interstate chain, d hat's where he met 
his luenlor. who later talked him into 
atlendiug gratluale stdn)ol at \t»rtli- 
western I . ( jnst outside Chicago } 
and- still later com iiiced WW. 1 \' 
Chicago ihey should gi\ (* Iknincr lii.- 
first l\ joh as stage nuiuager. 

lies been in theatrics e\cr siiut^ ht* 
left I'nuis. Texas t "as hig as a small 
howl of sonj)") c\ce|)t for a \a\ \ 
^tiut during WOrltl War II. \- a 
luemhtM' t)f a V-12 unit at SMI . he 



\\a- eonij)oM*'d i(diirianll\ to ^hifl 
from the a i t w oi hi of ihcat i e and 
^|)ee( h to the ciafl realm of eo^l at 
counting and Inisiiic^s Mhal - wluil 
hi- degree 1- in ' . Ihil in late ' \i 
when heemf)|Icd in the Northwe^lc . 
grathuile ^t hool. he relumed to In- 
( real i\ e heiils. 

lie r<ct'i\ed lii^ ma-tei - degree 
and I eeariic an assistant prnh'--oi of 
drama and -j cecli while working ho 
his doetorate. Ills llie^i> -uhjet I. 
then a coiUj)lelel\ unknown field, wa- 
hiuaural t»r slt-rfophoiiic i ct ordiuL^ 
ami hroadtastini;. 

\l this point 10 17 he'd hatl 
onl\ two lun-ius \\ith t\ : a displav 
at the Chicago World's I aii in \^yX\ 
and three weeks of oh>er\ei iraiuinu 
at Chicago's pioncci station. W IJKIi. 
Hut a hid with \ \\{ ( hieago's W \ 
for a full-time joh wa- |)icked up 
se\en months later. C*l waited long 
I'd forgotten ahont il.''t Late in I )( 
eeinhei t»ne c\ cuing he was |)lioiicd 
and asked to re|)t)rt to work that 
night. ''I was in the middle of trim- 
mlng a Christmas tree and enrrtniing 
a flood of mid. term exams hut I 
zoomed tlowntow u.'' 

\ Arli( le cotilinues uexi />^/gc i 
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sound tluit lias Boston's car mo rning till night. An all-nc\\\ 
hit-studded program lineup. Ghignetic personalities. Hot, 
on-the-scene nexws cox erage^ I'p-lo-the-seeond ser\-ie(* 
reports. Fresh, exciting, lislenable. That's the bright pop 
sound that keeps the hig^audi(Miee tuned to l5oston s Most 
Popular Station. " 
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(I re 

'\setfi}}g tlie tone'' 
and jjyoxndliig Jirad lines 
for adiH'rtisi))g 
ill all media . . . 



scHinz 

Attunes Beer Drive 
To 'Joy of Living' 

A bright new song, "The Joy of 
Living,'* is setting tlie tone of 
the Jos. Schlitz Brewing Co.'s 
1059 advertising program. 

"Thv Joy (tf f.iviiiff'' 
^\ as f-natcd fur ^(■lllit z !>y IMiil 
j >a\ is, (til*' of the (Munit ry 's toif 
(umniMi'i:il f^oii^ \viit»rs. 

J<h » rtisutf/ \<}< 



PHIL CAVIX 

MUSK Al. 1 STI KI^I^ISCS 

I IK*. 

MUrray Hill 8-3930 
39 Has/ 5-1 Strcii Nc ir York 22 
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llr >tdrt(Hl \\(nk tlu' lKv\t uiniiiiii^ 
ami lias Ix't'ii luiid at il t'\ cr >inf ('. 

I)<)b IjaniuT >\\\\ s the aca- 

(ItMnir and frit'iul^ in il. One 
of his greatest pleasure^ i^ to take olT 
for leeluie junkets t(t eollfire-^ and 
nni\er>itie^ ( lOsiiK e fall ► hecan^e "I 
like to ^^ee the enthu>iasni (►f tlie kinds, 
and iheii ea<:er scaieli for new ideas. ' 
He lrie> to conninniicnle l\ theor\ as 
well a> practice t<> these }()un<isler> 
whet expect to heconie t\ ])r(»>. 

"T\ 1> t(MriltI\ Cftinplicaled. hut 
not hecause of \\> production tech- 
nique> or electronic.-. I don't tell 
them ahout how to 'Take camera One. 
1 try to explain w li\ it's whatV Irans- 
niiltcd 1)\ that camera llialV inip(n-t- 
anl. 1 \\ ant tlieni to <rra>p the in- 
tensity of the ])rc^snrcs of l\ and how 
to eo])e with theni. If \ou *;i\e in to 
I leer Allc) . tranquilizers and the 
'safe' \\a\ to ilo lhin<rs. \<>u'll 
downhill fast. 

''The w a\ to win in tv-- to <icl nioie 
and iietter ideas used, not ju>t talked 
al)Oul is nol lo run aw a\ from it 
I an<l therefore automaticall) default 
to it. \\\ ca>\ to >a\ all t\ i> had. 
I 11ie answer is to face the criticism 
' and inipro\e tiic ])roduct. ' 

Television, in hi> hook. ha> an in- 
fniiltd) <rrcater rcs])on>il>ilit\ than 
any other medium. W h\ ? "'Hecau.'^e 
it inllucnce> the wa\ jicoplc act. their 
hahits of catiuii and drcssin*i. Hut. 
j iniuli more ini]>ortanl. it iidlnencc> 
the w a\ the) think. 1 hal s w li\ it 
offers a frigiuening hut inspiring rc- 

-p<ui.'-iijiiit\ r 

lle'.s disdainful <A the 'Mo\\<'>t com- 
I mon denominator xdiool of th(M)riz- 
in*!. "1 hclic\e in workin*> for tlu* 
Iiijiiiest common denominator in in- 
di\idual people and in the total audi- 
(Micc. I lier(*'> reason to .M^ek out 
tlie lo\\e>t <denient> in audience^ when 
ihcic i> a hl<>iie>t whl( li \ou can find. 
Hut il does lak(* mou* work. nior(^ 
imajjination and more faitii lo .'^t'ck it. ' 

He ha> a lot of faith in people. 
"Vou can de\eIop a show which is 
I uui\cr-all} ie>pectcd and popular, 
and which is mider-tood <*\cii th<mi;li 
\ou ha\(* U]><:ra{lcd ralh<M than (htun- 
ii faded it. 1 'eopK' i esjtoiid to *!ood 
hiiih (pialit) . an honest and 
->in( ere int(Mot in cnn>tionaI \ahies. 

T\ capti\arm*z hold on the puhlic 
i> hound to hccoine c\ en firmer. 
I hat'> win he thinks Madison A\cnn(* 
and t\ ])i()ducfion c\ccnti\o should 
foicizo tin* concept of cntlin<i *^') 



>hou.- to hi the pattcin (d the one 
-ncr(">>ful one. Halher. **'l hc\ should 
for<i(H the co]>\-cat >leni and look 
for 99 hrand new .-^hows. " 

HcV \i\idl\ aware that e\en if his 
new" musical conied\ w ere to l)e a 
>niasli hit on Hroadw a\'. "il would 
ha\e to ]>hn in New York's higgest 
houx' to >(dl-<uil crowds at e\ er\" 
matinee and evening perhtrmanee for 

\ears" to reach the audience Garry 
Moore pla)s to in one l\ hour. 

Hoh nannev is iinpre.-sed deeph' 
with the impliealion> of reaching 
audiences this va.-^t. He like> ratings. 
**e>]>eciall\ when they're goi^l for 
me! " But. more >erionsl\, he thinks 
a trul\ \-alid apprai.'-al of a program s 
pull i> in analyzing trends o\ er a 
.-easou rather than o\eruight or for 
the month. 

W hat do(^> he think of Madison 
V\'enue? He*> e\])erienced little of 
the alleged interference from agencies 
and client>. 

''You need patience and the ahility^ 
t(» adju>t a> nnich as perspective in 
t\." he >a\s. "Hut there's room in 
t(de\'i>ion to do almost anything you 
want lo. Madison A\enue just isnl 
all that re.-tricti\ e. 

"Clients and agencies make reali.'-tic 
thnnand.-- and the producer lia> to 
imderstand the>e. li\e with them and 
work around thtMu. You can't e\ er 
ha\ e things exactly a.< y on want, 
whate\er Mni're doing. Hut if yon 
l(\Trn how to wait, and how to pu-h 
tliing> slow ly in tin* direction of 
\ om- g(nil. y()n*ll come (tut with 
alwosi a> nuuh a> you want. 

Hecause of the many un])redictahle.-= 
in producing a t\ show. Hoh Hanner 
thinks th<' end n-sult in e\<My in-tance 
is dilTerent from what the original 
l>lne])rint (^alh^l for. The higge>t un- 
contridlahle. he thinks, is people — 
the hundreds t>f people working t(» 
put a >how togetlu'i. 

This is also where lii> natural flexi- 
hilit\ and calmne» come in handy. 
V show, he say>. is like a ])ainting, 
**oid\ \on'rc Using colored niic<* in- 
>t(\T(l of hi-n-lie> and paint. Jn.-^t as 
the pictnr(* i> aInio>t finished, the 
mice get out of ( (tiitrol and run 
around lik** mad.'" \ lot of ])eople 
who"\<' worked with Hoh lianiuM" 
think he i> the one controllahle factor 
in thi> nncontroll(Ml (diao^ the nn- 
u>ual produi (*r who can pick the right 
mi<*e and the right coloi> hn* hi- show 
< am a- to hegin with. ^ 

sin>Ns(>H • .'>0 MV\ 1930 



FOOD INDUSTRY 

[Cont\! jrorn pagt* 'Xl) 
IxT. (iollt'pt* lull. Hawaiian l*iiu\i[>[»l(\ 
lltMii/. Sara Lf(\ Kraft. Lilil)\. Kt'<^l>- 
1(M*. S[()k«*l\ -\ an Canrp. 

National brands ai(» \\a<:iri<r a war 
oil [»rivut(' lal>ols. and their >.tr<»ii<i('>t 
weapon i^ co-oi) afl\ (M ti>iii<;. 
IS-iv:ilo IrilM'ls: Dr. I'lrnt»si Didder. 
pr(»si(l(MU of tlio lri>ti[ntt» for Mo[i\a- 
tioiuil Ut'searrli. rt»[>(>rt> that a rtn-ont 
snr\(\\ 1>\ tliat iristituto >h(>\\tHl. 

lousow i\ cs arc as fa\orahl(* to [»ri- 
A ate l>ran(l^ as to national l>rirruls." 

Sa\ ;: King, ''Tliis is a t(M ril)l(» in- 
<li<-tin(Mit of consuiuor a(h <M ti>in<z."" 

Ne\(Mtliel(Vss, air iiiodia is rni^>infr 
a l)i<r opportunity h\ not jnuipin<r on 
tlir pri\'ato label handwafjon. It i> 
coiiinion kiiowliMlfro tliat most [)ri\at(» 
l>rand> are uiannfaclunYl h\ ihr same 
eoriipanies thai ha\e tluMr own na- 
tional l)rand>. The (iiialitv. there- 
fore, ii: al)o\e Mis[>ieiorr. 

"Private brands and ad\erli^ed 
l)rands eaii li\e together. <ide 1)\ >id(\ 
in [)eareful ro-existence." wrote l\o\ 
King in his Food Field Reporter col- 
urnri. "Vour lletailer and ^ ou." "We 
further belic\e that, for tlu» time l>e. 
ing at KM>t. private lal el is here U\ 
stu\. primaril) l>eeau>e of >U[>(»rior 
niargin>. Xo amount of unreali>ti(* 
thinking i^ going to make pri\ate 
l)rand disappear. Vour e\cr\ elTort 
>liould lie not so inncli to di.-phiee 
[)ri\ate label, but ratlier to be rei)re- 
.<ented fnirl\ on the grocer\ -lielf.*' 

So \\\\\ >lu)uldn*t uir media mo\e 
in to acc*e[>t tlie ad d(dlars of tlu* [)ri- 
\ate brands? If tlie eliaiii> arc* out 
to ad\ertise them. tluMi radio and V\ 
lune as iuu( h right to an in\e>tnient 
a^ do newspaper>. Beliiiid the pri\ate 
lalnd i.*« rnoro than jn-t [>rire-euttiii<r a 
uationalh ad\ertised brand. The two 
l>igge^t r(Vi>ons for a [)ri\ate label: 

I I » Tt> create a ([ualit\ image for 
the ^tt»re or eliain. 

I 2 I To er(\ite .--tore traflie. 
L<KaI and rcgHnial :h1\ 4»rti>ini: : 
1 he faet that private lalnds \\ere born 
<)f a de>ire for a store image i^ a tip- 
ofT to the wa\ a retailer'^ mind work.-. 
*>u[>ermarkets are growing ii[). ' ^a\> 
King. *\iiid the\'n» thinking now of a 
eor[>orate image." Thi> i?-n t >ur[>ri-- 
ing >inee the \. C Nielsen Co. *«lio\\^ 
that about two-thirds of the total food 
>tor e bn^ine^^ is (htne b\ about '( 
of the ^tore> Inaturalb tbe^e are the 
>U[»ermarkets ) . Hk^ groe(T\ \^ big 
IniJ-ine^s toda\ and de.'«er\e> \\> ror- 
p(>rat(^ iniagt*>. Tlit^ ra[)ital in\ i ^t- 



nuMit a iiiurket <>[)«M*ator needs at pie*;- 
ent to o[>en an U[) to-date e(>ni[>ctiti\ e 
e-tabli-lnii.Mil e\eee(U So(M).t)()(). 

How can radio and t\ li<^l[) liiin (»s- 
tahli*«h a eor[»orat(* image'/ 1>\ *«lio\v- 
ing him tiiat it <ini e-tal>li*«li strong 
identity at the local le\(d. li\ tradi- 
tion. ncwvpap(Ms lui\e been \\\> means 
to local id(Mrtit\ ; it i*« in them that he 
reads about lii> friends, his ctim[)eti- 
tors. lii> cornninnit} and liim^tdf. 
'lliis i*« w lu nc\\>[)a[>tT> liav(^ betMi 
able to boast that "local advtMti.^ers 
^[UMld nirre [im(\s more in daib n(n\s- 
papers than the\ do in t\.*' (Tvl) ha> 
an>wer(vl this \\cll. pointing out that 
while it is true, the fact i> that the 
newspa[)er>" sluu(» of the local market 
is steadih declining: that 10 \(»ars 
ago. ad\erti>(M> >p(»iit To tini(»> more 
than in t\. s(> that b\ now the\ lur\e 
actuall\ lo<t about [ . \ 

The latent T\ H anal^si^ >ho\\s W a 
('ou>i^tent gainer in local and region- 
al food >tore a(Kerti^ing. u[> To' r in 
two \ear>. I .^ee chart on .supermarket 
chain ad\ erti.-er.^. page X\. i Food 
>tore> and niarkct> ha\c now hit the 
No. 1 .vpoi of local t\ acti\it\. accord- 
ing to lv\U r(»ports on II major mar- 
ket>. with >ome *>7 stores u.-ing \\'12 
.^[>ot> and ^>7 [)r<igrain^ during a >am- 
[>le week in tlu» la-t ([uarter of V)7)\\. 

Haflio. too. ha*« a long string of 
succe»es at the local lc\el. 

Ne\(Mtlieles>. King fecK that nei- 
ther iiuMliuui lKr« \et made its full 
wallo[) felt b\ the retailers. *Mt's not 
that n^tailtTi- are unaware of the air 
media, be >a\>. "but it's sur[)rising 
how man\ foci that the\'re be\(uul 
their ne(»ds and their [>t»eketbooks.'' 
No other medium. accor<ling to King, 
lur^ made the >aiiie ciTort to become 
[>art of the b)cal rt^tuih^r s op<Tatiou 
.:)s have new spa[)ers: consc(|U(*ntl\ 
the\ lia\t* 1 een accepted. 

One strong [)oint that air media 
can UM* in capturing im^rc food busi- 
ness at all lc\els is the fact that the 
-u[>erurarket has ( hanged gro( tM \ 
*bo[>[)ing radical 1\ . I' Or tbt^ <uper- 
I1U1 rk(U ha- follow ed the sw ing t(» 
Suburbia, a sw ing that both radio 
and \\ can follow more efTecti\ el\ 
than can <laiK irewspa[)ers. ( \\> 'W 
Sales clie( ked this trend in 12 
iiuirket-. noted that luimber of fami- 
lies in siihurban areas lia\c iiicn^ascd 
.'KS -inte l*).^0 wliil<» the runuber of 
families in iho /one- opK 
V/i . inee mcl ro papers ha \ e n< t 
caught n[) with tiie sulturhan drift. 
\ Please turn to paue OW) 



'Where Mid- America 



Lives and Buys 



NOW! AMERICAS 




IViETROPOLITAN 
MARKET 

COMBINED SPRINGFIELD — 
DECATUR — CHAMPAIGN — 
URBANA METRO-AREAS 
SERVED GRADE "A" TV 
ONLY BY WICS-WCHU 
NBC-TV 
AVAILABILITIES: YOUNG 



KOBY is 

the No. 1 Record 
IN SAN FRANCISCO 




S.Ol 



I Oi«i 



I iicir\ ;i oirnl new rc((Md in 
1 (.1(11 . . .Old il\ Kon^ ' 
Ktoid i^ocs KOIi^ lilt' tii;4!u^i 
^i).nc . . . (i a)n (i>i(inii;ti! l.^ o . 

\\\ t t*brii.n A VuU t . 
t\()t5\ lt(( i(ip ^ju li.nut^i ) ^ 
\Nilt( An iuuliciu** iliji / m l 
10' (iiN(o(im \\lKi> h'Oin.;, KOin 
Kd^t. tVinti' 

\flri jiilv , w lien in Di m ! sM 
lh( tnipci I, it M(H ! 1 , sIh 
nr()\\ n. 



10,000 Watts 
in 

San Francisco 

See Pefry ond moke your o^n 
so/es records with KOBY! 
t r (;irrn\ilt( M:.s WGVM 
Mid-American Broadcasting Company 




With new tv use of special promotions, SPONSOR ASKS: 



How do you make a product contest 



Producf confcsfs arc a highly spe- 
cialized frype of adverfising. Two 
admen and a consulfanf give fips 
on how to make fhem successful 

Michael Davidson, '"A'r. of sales pro- 
motion and prcmixun dii. oj the tnerchan- 
(hsin^ dept.. ) oun^i S: Rubi<am. Inc.. V. ) . 

(]<tnl('^l> aio |H(t\'en promotions in 
loihnV nia» niaikel. They can he 
applied to pi aclirall) an\ l\ pe of 
piodiicl and ^(MUMall)^ can l>c adapted 



^\ iiu'i clutntli'sc 
^ ^ for pnz('s. 
""^ no/ tnoncy 

and in(<*<:ralcd lnt<i an) l\pc (d cani- 
pa iiiii. 

I liere aie man) r|c!n(Mil> (hat the 
ronlol >ponMn* f^hould et)n^ldei care- 
fnlU hefoie he hmnrhe^ his promit- 
lion. \inoni; the <pjestiuns mo^l fve- 
(iuenll\ dis( listed at that ''initial" 
( onlol rn(M'linii are llic^'^e: 

I Ik hi-l (pi<*>ti<in the ad\<Mli>er 
mn>l a^k \> '*\\ li\ am I i nnning a 
eonle^ir''' \lan\ roiilests fail hecanse 
(hen* is no ha^i* purpose nr ( l(\av 
delinilion of \\\\\ the ad\ (m li^ei 
shonld run a (onlol. 1 he answei can 
he for an\ mnnher of \alid rea>ons. 
^n< h as: 

1 I To h(Mald the inipi*o\c(l fea- 
lilies of a re\ iiali/(Ml. standard pvod- 
iiel: 2l To open new markets; a) lo 
>r\\r as a stioiii: eounlerpoinl auainsl 
eompelili\e prodncI>: I) 'I o ( om- 
inernorale a ( <M lain anni\<'rsar\ ; t 
In esl.ddi^h J fa \ or a hie eor] toiMie 
iniaire: C> ) 10 add a new dimension 
to an\ rneilia the dimension of 
(K til r iiil(^re^l : 7 ' To create (^xcile- 
inenl and a ic\ilali/ed approach for 
the ^ah'^ foK e. 

What l\pe of (onlrsl.'' Siniplicil\ 
i- (he ke\ lo ^nccess. The nmsl sn<^- 
eessfid eonlr^ls has x alw a \ s hern 
simple ( oiilesN. \\ illioiU in\ <d\ ed 



rnh^s and regnlalions. (pjalifn^ations 
for cntr\, etc. 

(^oneernin^r sweepstakes w here 
there* is "nothing to write and noth- 
ing lo huy/' this is oh\iously the 
nio.-t appealing and w ill prohahK 
draw the greatest number of con- 
testants heeanse o{ the ea^e of entry, 
llowc\er. there are seven slate^ which 
consider a *'.s\\ eepstakes" a lotter\ . 
\n a(h(M*li>er using this type of con- 
test therefore, runs the risk of heing 
harred in a si/ahle nninht^r of major 
retail outlets. 

\ contest can he as strong an in- 
renti\(* for the trade as it can he for 
a consuuHM*, and can he run concur- 
renlh for the trade sf) that retailers, 
johbors. salonian. etc.. also ha\e an 
opportunil\ to win prizes in a doid:>le- 
prongcd promotittn. 

\(*\t. what theme? Inside tlu* 
bright, intriguing wrappings of e\(n\ 
^ncres>ful ctnitest \ ou will unc()\er an 
(»\citing llu»rne the d\narnic core 
which sparked and integrated all the 
ideas into that contest, w bi{ h moti- 
\ aled tw o million pcoph^ to enter. 1 he 
selection of the theme, tlieiefore. i^ of 
primary inijxn tance in ( reating a 
srj( ces^fid content. 

I he next factor lt> W considered 
i^ the prizes. The t\pes of prizes to 
he Used in a contest are depentlcnl 
upon a nnnihcr kA factoi s. Mr^l ( on- 
sidcralion of the t\p( of an<lience the 
(licnl is atti^npting to reach men. 
women, or (diildr(Mi? 

\nd should lh( prize he mone\ or 
merehainlisey Mone\. in sizable sinus 
is an excellent reward, but eo^th . 
K.\ei\ didlar gi\cn awa\ costs >l.t)0. 
On the other hand inei< hainlise sup- 
plied in the right proportion of high- 
lickct<*d items pins a sizable (pjuntil\ 
of prizes can he tin* ba^-is for a<drie\ - 
ing the desired dramatic iini>a( t. at a 
much lower cost lo an ad\eilis<M. 

In the s(decting of prizes, tlifue are 
.^e\ cral points U^ hv kept in mind : 
<)n<*. tluM-e should be an (*\i*iliiig first 
pr i/e. Two. the scIkmIiiIc of pi izes 
should Ihn c excitement and rarlef\ 
lo acliie\e the widest possible appeal. 



Thr(H*. the greatest possible total nf 
prizes should be ofTered so that the 
entrant feels there is a possible 
tdiance of wimiing. 

Finally, who is \o judge the con- 
test? Tlier** arc se\eral national judg- 
ing organizations w Inch handle the 
rules and entries for a contest. In 
addition to their regular ser\ ic(*s of 
judging and handling, they pro\ ide 
k*gal counsel which will help pretdude 
tin* p{)ssihilil\ of an\ mis-steps. 

Jerry Shapiro, president. Fine Art Pro- 
dufiions. Inc.. A. ) ., contest speriaJists 

'I he first and b)reniost rule of rurr- 
ning a succcssfrrl contest is t<i gi\ e 
aw"a\ merchandise and not nn)ney. 

Sounds strange. sinc<* money is the 
gr(*ale>t connnon denoniinalor in the 
world? \e\crtlndess. it s a mistake 
lo wa\e a huge bankroll in front t)f 
lh(* general puhlic^'s nose. Large sums 
of cash seem nnattainabic and out of 
rca(di to tlu* a\erage person. He can't 
project liims(df into the w inner s 
circk'. Hut ofI(*r C(pji\alent uievchan- 
disc, and \ on get the nuiss imagina- 
tion stiiring and (\istl(*-building. Pen- 
ph* can \isualize thcnis(d\es o]>ening 
that new refrigerator or c\en mountetl 




on that low-^lung sporls car. but 
ne\cr and truly pocketing the 

wad of bills that would <dioke the 
pro\ (M hial horsc. 

The '-ccond ruh^ is t<t retain a con- 
le-t specialist. He is a new br<'ed of 
cat train(Ml to dcteriuiru^ the jiroper 
prize structure fttr \ our spe( ific 
ikmmN. Ii<* know.^ uhi< h prizes cr(*ate 
incenli\e and arouse (uuhnsiasm. He 
knows the light prizes for the right 
]icopk- . . . not sw i mining pools for 
apaitmtnit dw(dlers. \nd he can. in 



ADAM YOUNG WILL SOON OFFER: 



pay off? 



most ra^es. •ret lhe>o pri/tN fret* or 
at enoriuous disrouiits. 

\Io>t important, lie w ill follow 
tlirouiih to the end. handlin*: and 
tiuaranleein" all prize deIiv(Mi(N to 
each indi\idual winner. It \> here, 
after tlu^ hoopla and fanfare is o\er. 
that nuin\ eonle>ls lose all the good- 
will and ad\ (M lising eiTeeli\ ene>> tlie\ 
have »zeneraled. Prize deli\erie.- ran 
he lost. d(da\(Hl or >nhslilnted unl(» 
there is v^in'fid follow •lhrou»ih. If 
\on are not prepared Vo do lhi>. re- 
snlls ean he disastrous. 

r\e mentioned ^onle inortnlienU of 
a well-run (•onlo>l. Now I'd like to 
hriefh list the eomnion pitfalls: 

I) Failure to offer prize> whieh 
are in sea>on when the amionncemenl 
is made. For example, if llu* eonte,-l 
is heing held in Fehruar\. )ou ma\ 
ofTer an oiilhoard nioloi. knowing 
winners will he announeed in April, 
and deli\<M) in Ma\. Hut p(H)pIe an* 
not eonditioiied towarti outboard 
nu)lor^ in l*'ehrnar) : lIli^ prize hoId> 
scant appeal to iheni. 

2 1 I nconiplete iin(hM>tandin^ of 
which prizes will appeal to >peeific 
population >(^iinienl> or area> al cer- 
tain linie>. I he pre\ iou> example of 
swinunin*: pool> \ >. aparlm<Mil dwell- 
er> is a ca>e in point. 

3 1 Pullin<i up co>lI\ lop prize- 
without a spr(\i(I of more modest re- 
wards to attract entries. 

4 ^ In>unieicnt lie-in w ilh (h^alcr^^. 
This is the ullimaU^ goal of }our < ani- 
|>ai<in>: glutting nior<* people to <io to 
the >lore and Inn mon^ of )our prod- 
uct — and rctailcr> can grealK aid or 
?e\ cr<^l\ handi<ap a conlesl. Much 
depends on their enthusiasm an<l de- 
gree of participation. 

?)) ()\er-and)ilion : the expectation 
of reaching a large suh>criplion total 
with insufheient prize structure. Lik(^ 
e\er} thing elM\ what \ou gel i- in 
proportion with what \()U put in. 

6t Pa\ ing loo much for prize^. 
The ct>n>ullant can help keep price> 
dow n. 

\ Please turn to pap* 69 t 



Radio analysis of top 60 
markets — never before 
between two covers 

Oitr nouoat hook go<N to the printer this week. 
Our research director is fulK sali-'fuMl a> to its 
accnrac\ ; and Km c(tn\ inctnl that it w ill Ikn onic 
indispen>ahle to }ou in \our work if \our work 
Adam Young i^ spending ad\(Mli>ing dollar^. 

IhM*<^'> what \(>u'Il s(^e in "Sp«*t Uadio Y)h^) \ 6()-Mark(H \pprai>al': 

1. Li>l of lop ()(> markel>. l)a,'-ed on 1 olal Kclail ^aIe^ in the metro county 
area . . . a> gi\cn in V)7^*) >ale^ ManagtMucnl ^ur\(n «»f lUn iiig Power. 

2. Me tro aww markiH data for the 60 area^. in<*luding retail -ale-", eih'e tiv*' 
hu\ing income. iu!nd)er of hou.^ehohl>. and population. 

.'i. '*Ad\eili>cr area ' niaiktH data for catli of llu^ 6i) area^. including n*lail 
sales. efTeclive hu\ ing income. numluM* of houxdiohK. and population. 
(\d\erli>(*r aieas were dc\eIope<I from Hand M( Aalh Trading \rea--. 
ha^ed on ph) siograpin . population, economic acti\il\. highwa\ facilities, 
railroads, ett . IU>ult i> "area of maximum advertiser inlerol. i 

•I. "ConctMitralion l'a<'lor*' a new dimcn>ion. FeritMitage of XdxertixM 
Ar(\r> rtHail >ale>. popuIali<MU < tc. within metro connl\ area for (vu h «tf 
lh<' (>0 niarkel>. hnaluahlc in (huerniining whether local or regional 
>>tation> pro\ ide <'fTecii\c >aturation of n arkcl hulk. 

."). \\ erage audience of all major ^lation^ in tln^ (*n maikcl-. (> a.m.-(» p.m.. 
Monday through Fri<lay. late-l I'uhe. 

6. Ideal penetration for (\uh mark(H t i.e.. rating of t{)p station'. 

7. (^oniparixm of >lalion> against i(h\d pentHralion. 

Let n> not recommend the hook to \ on a- a >ale- a>>ct of (mrs. I!ath( r. make 
^ure \ou ><'(* it IxM^aux' of llu* data in it. Draw \ o\\x ou n cont lu^ion-. 

Fuhlieation <Iate: Jul\ 1. W ril<' to rcM r\(^ \«»ur eop> now. 





ADAM YOUNG INC. 

Ilrprrsentirii: all tlitit^s rnotit ttiodcrti (tnd pffiricnt in to(ltt\\< rodio 

m:\\ ^okk (3 F. ."tih .<i.) • .\TLAM.\ • riiH:\<;o • Di/iHoir 
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In San Antonio... 

a IF YOU 



WANT TO 
REACH 

WOMEN 



KONO'S GOT 
THE MOST! 

KONO 7,892 WOMEN* 

Sta. "A" .... 4,992 WOMEN* 
Sta. "B" .... 4,967 WOMEN* 



In San Antonio... 

IF YOU 
k WANT TO 
i REACH 

MEN 

KONO'S GOT 
THE MOST! 

KONO 4,708 MEN* 

Sta. "A" 2,875 MEN* 

Sta. "B" 2,892 AAEN* 



In San Antonio... 

IF YOU 
WANT TO 
REACH m 

ALL 

KONO'S GOT 
THE MOST! 

15,925 PEOPLE* 
10,142 PEOPLE* 
8,608 PEOPLE* 




KONO . 
Sta. "A' 
Sta. "B" 



'Audience figures compiled from Pulse 
Audirncc Composilion sludy for Morch, 
1959. 6 o.m, lo 6 p.m. hourly ovcroqe, 
Monday through Fridoy. 

for o complcle report of Audience Com 
po-iihon by hours .,, coll your 

KATZ AGENCY 

Representative 




National and regional buys 
in work now or recently completed 



n 



jock Roth, Monofjer 
P. O. Box 2338, Son Anromo, Texos 



RADIO BUYS 

E. L Du Pont De Nemours & Co., Inr., \\ iimijijitoii. Del.. i> pre- 
pnriiig 1} campaign in about 40 markets to promote l)u Pont nylon 
for hosier}-. Ilie i^hort-term schedules start in June: minutes during 
thntinie periods are heing used, with a young ht>use\vife and working 
girl audience in niiiui. Fref|ueneies depend upon the market. The 
itiuers are Trow i'lliman and Red Iannis: the agency is Batten. Bar- 
ton. Durstine \ ().sborn. Inc.. \ew York. 

General Mills, Inc., Allnneapolis. i.^ jilamiing a campaign in major 
markets for its Hetty (Crocker Chocolate Cake iutlL The nine-week 
>c!i<Mlules start the second w eek in June. Minnte amiouncements 
dining da) time slots are heing phieed : fre([ueiicit*s var\ from market 
to market. 1 lit* hu\er is Ffal l)a\is: tlu* agenc\ is Batton. Barton. 
Durstine \ Oshorn. inc.. New York. 

Revlon, Inc., \ew ^ ork. is entering top market> throughout t!i 
e(MnitrA with sf^liediiles for it> Sun Bath lotion. 1 he schedules start 
in mid-June f<n- a three-week lun. ID s and minute announcements 
rliiring da\time period> are heing placed; frcipiencies ilepend ujion the 
market. The hu\er is Lionel Schaeji: the agenc\ i^ C. J. La Roche & 
Co.. Inc.. New York. 

TV BUYS 

Morton Frozen Foods, Inc., Div. of (>)ntinerital Baking Co.. R\e. 
N. .. h planning a efrnipaign in top markets for its fro/.en food. The 
>cliednle^ start th(* second week in June, run for four wet*ks. I.D. s 
during Loth da\ lime and nighllinie >eginenls are heing placed: fre- 
quencies depend npon the market. 1 h(» I>u\er i> Stewart llinkle: 
tin* agenc\ is Ted Bates Co,. New ^ ork. 

Lever Bros. Co., New ^ ork. is kicking oIT .*;ch(*dide> in major mar- 
kets for its Siherdnst Bliic. Die schedules start in June for six to 
eight weeks. M inut<* annoniu cnients during (hi \ time p<*riods are 
heing u>cd : fie(puMirie> \ ar\ from market to market. The hu\er is 
Ira (ion^ier: the agenc\ i> Snllixan. SlauiTer. ('olwell Ba\ les. Inc.. 
N(*w ^ ork. 

Frigidairc Div., General Motors Corp., l)a\ton. i> initiating the 
>nnmier pn>li for its air condition<M's. I h<* campaign starts the sec- 
ond w<*eA in June foi appi'o\itnatel\ se\en wt'e*\s. Minute announce- 
ments during nighttinte ^lots arc heing placed: frerpienci<*s depcMid 
upon the niaiket. The hn\er i^ J om Do\lr*: the ageiu \ is Dancer- 
l*'it7.g(M\-dd-.^amplt\ Inc.. New ^ ork. 

The Procter & Gamble Co., ( in- innati. is going intt> niajt»r mar- 
kets with schedules for its Tifle det(M'g<Mit. The ^(diedule.^ start in 
June on a r)2-week luisi^. Mimil<* nuiiountvMiient^ during nighttime 
■-eginents aie heing slotted, with freipieucies \ai\ing. IJn* hn\ er^ are 
l*cte Daltou and Bernard Shlossinan: (he agcuc) is Benton \ Bow l<»s. 
1 nc.. N(»w ^ ork. 
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Oklahomans arc sold on 



WKV 



CUy NBC Channc 
Oklahoma CU> gystc"^. 
The ^vi^^;^f:^SSahoma CUy 
^VKY Radio, Y^^ .gtjyrg. H 

^'^'SF'''^ I'bvThei<atz Agency 
Represented b> tne 



a. 



^''^"^'■li-s in the 
V coverage 
«iea buy G9-c of 

products 
'"'^ i» Oklahoma 




You can eat your cake and have it. Not only is KERO-TV the only single advertising medium that reaches over 1,000,000 
free spenders in California's Southern San Joaquin Valley, it also brings you a bonus of bigtime facilities, an alert. pro | 
fessional staff that makes every penny work overtime for you and a marketing and merchandising program that helps ' 
every commercial reach right to the retail counter. Good reasons to be in to the Retry man when he calls! 



KERO-TV CALIFORNIA'S SUPERmarket 

BAKERSFIELD CHANNEL 10 NBC 

REPRESENTED BY EDWARD RETRY & CO., INC. 



ir hat's happcnintx in l\ S, Covernrnent 
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The <I<);:-riit-<I<)i: l):ittl<* for 8|)e**triim pparc Ikih oiririnlly hciriin. 

'Hie FCC llii> wcrk kicked ofT hearings on non-provernment uses of the 2.> inc- flOO me 
part of the hand in which tv and fni radio are hicaled. 

The Oren Harri<5 (0.. Ark.) wider probe spectrum u.-e start> with a 8-0 June [^anrl. The 
Senate Commerce Committee wiU gel into the act somewhere along the line, with it- <i\\'\f 
hearings on tv allocations, dates for whicli inav he >et hv mid-June. 

FinalK, the government i.^ a<=;king for a committee to he appointed l>y the pre>idt nl t< 
look into spectrum uses. 

The FCC considers on]\ commercial radio, tv industrial radio, mobile radio, etc. The 
House Commerce Committee under Harris will look into government u^e.s of the spectrum ns 
well as all other U'^es. Tlie Senate Committee is interested moslK in the need.^ of rctmniercial 
television. 

H Congress doe- provide for a presidential study, which seems donblful. this wonhl 2rt 
into the matter of whether national defense requires space now gi\en over to conunercial t^ 
or whether some defense space is lying idle and can be turned o\ er to make new tv channels. 
This is also the area of greatest interest for the Senate Commerce Committee. 

The FCC\s Hiii]te<1 probe pot into ;ietion first. This w^eek it heard \T&T describe 
pressing and growing needs for spectrum space to speed communications. RC \ Communi- 
cations had much the same story. On Thursday and Friday, the witne<5se<5 were scheduled in 
a veritable flood. 

Hearings will spread out for an indefinite time, and filinirs with the Commis-ion have re- 
vealed that everybody will elaiiii his industry is neeessary to national safety, health 
or <lefense. and that it is being crippled because of lack of spectrum space. 

Pressure in the FCC proceedings will be on FM radio and to some extent on uhf tv. 

The other probes will go more directlv into tv channel allocations, and could lead almost 
anywhere. 

Probably more than anv other Washington development, these prohes hold the future 
fate of tv. That is, whether there will be more or fewer channels for tv stations, even whether 
all tv might be forced to move to uhf. despite the adverse TASO report. 



Anierieaii Chiele took the eonsent deeree route and. while not adnnttin<r law. 
making, agreed not to havi* white-eoated aetors giving the impression that the 
medieal jirofession endorses Rolaids. or to rej)re.sent that stomaeh aeid enn Imrii 
holes in tahle linen if it ever gets on any. 

Interesting note is that the Federal Trade Commission did not insist that Rolaid^ cease 
claiming to be twice as efTeclive in neutralizing acids than its competitor-^. This follow- the 
FTC idea that "pnfiing" is harmless. 



CBS and NBC get an extension for all partie> from June 22 to \iigur*t ^ for 
filing arguments in the FCC o[)tion time elipping proposals. 

Tlie webs had wanted an even longer delav. 

The FCC had proposed strengthening the right of affiliates to approve web programing, 
culling option time from 3 to 2^2 hours per broadcast segment, luakiiijf *Vlraddle prnirrams" 
count entirely as option time. 
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Marketing tools, trends, news, 
in syndieation and eommereials 



FILM-SCOPE 
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SeliiK frr l>oer and liliDO may have slarlod a iioav trend in their unusual hnj 
of fralnre film sponR(n>1up in New York. 

Four complete feature films will be fully ?;]K>n?;ored on WCBS-TY's Late ShoAV this year 
cit a cost of ,*?'^28,500 each for program anrl time. 

. The homis priee refleets the rkht to select au'ard-winnin^ pietures as well as choosing 
pre-holiday nights when eonsumer consumption rises. 

Note espeeiallv that Sehaefer will deliberately enl eomniereial breaks do^\Ti from the 
n>nal six to jnsl fonn and total eommercial time within the feature film from 13 niinntes 
to only S inmnles. 

Programs will be eallcd Sehaefer \ward Theater and indieate a deliherate departure back 
!o the original eonrept of sponsorship and away from slide-rule buying. 



Aiiieriean prodneers are doinjr a slow l>nrn oAor the fael llial while one-lliird 
of the shows entered at Cannes wore Anierieau. only one U.S. tv show got as niueh 
as an lionorahle mention. 

Complaints are that the jurv appeared tohe iiielined in favor of French film product. 
T^ut it's also been noted that manv U.S. produeers sent over aetion shows and siina- 
lion eomedies while aAvards are usually based on artistie merits. 



There in*e a few warnins; sifjtis that vi<hM)-lapc* utay he fallitig itilo the same 
traps that its leelinieal predeeessors. motion ]>ielm*c» film and radio tape, eventu- 
ally fonnd all hnl insnrnionnlahle. 

The Pat Poone shoAv this past week, for evamjile. used 30 \-ideo-tape splices. 

Veterans point out that film started out some deeadc^ ago as a "one-take" process, as 
(lid radio tape a few vears ago. and that demands for re-takes and complicated editing and 
assembly so{>n made both proee^ises expensive and time-eonsuming. 

If A ideo-tape should follow the same pattern it will sacrifiee nmch of its inherent speed 
and reonomy. and would then depend onlv for use on its superior broadcast quality over film. 



The ratings pot(Mitial of an ofT-nelMork program as a loeal daytime strip docs 
not appear to he at all afTeeled if the station pnis the show in a weekly iiig;hllime 
lime slot hefore slarlin<: daytime stripping. 

Comparisons of six stations now stripping Medie. for example, showed that two stations 
that previiHish aired the show weekb at night wore in faet among those (loing best with the 
re-rnns, 

TTrro are \Hn a^era^I^^s for six stations stripping Medie: 

Ciry STATION RATING SHARE 

La^ Vegas* KP \S-TV. 3:30 p.m. 7.2 60% 

Miami* 1 :00 p.m. 9.3 65% 

\tlanta W \C \.T\\ ^ :00 p.m. 41 30% 

Philadelphia WPIP-TV. 10:00 a.m. 4.2 31% 

<an Pranri'^eo Kl^0\-1^^' 0:00 a m. 3.7 42% 

Texaikana KCMC-IT 12.0 50*; 

*(^ili(^< uhrie nighttime e\po>ine }>rerede*l din time stripping. 
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FILM-SCOPE rontinucd 



'^I'lio tiokli^li prohloni of ^oUin*j; htto filiii fiiiaiiriii^ frnin tlio poitit of vi<'w uf 
iIh" uvw inv<»sl(ir is Ijoiii*; IkiikIIocI willi f*r<*ativo a\\'ar<K l>y FiiuiiK'ial Crodil Corjio- 
i*alion« 

Since as iiiucli as S7.5 iiiillinn is believed tn l»c tied up in nioiicv invested in snmr. 130 
fiilots made in tlie pasl year but not sold. Financial Credit is spending ?230,000 on prizes 
in a contest lo select pilots llial liave the host aiidirnro roarlums. 

Strategy l»cliind ihc move is to eliminate as mncli of tlie ri^k as p(»^^iMc before pnMin;L^ 
down the Si luillioii or more per show needed to bankroll ii tv fdm series. 



Tlioro was a small oiitbaok in tho ITC sales slafT lasl \^e(*k. 

It's the first personnel scissoring since the inception of the new combine. 

A company spokesman stated that onlv four or five men were pink-slipped, not nnn^nal 
in terms of its large sales stafi, and that their post^ would be fdled again at some time in 
the future. 



IVrUvork shows tliat dislod;2r eslablisliod syndioalod prop:ranis m linie-period 
rooapluros may well ho upsetting ratm<r lioriiots' nosls in many oitios. 

One test case is New York's 10:30 p.m. Saturday period, where both NBC TV and CBS 
TV have recentlv recaptured time and where s\Ttdicaled Sea Hunt consequently moved from 
WCRS-TV to WABCTV. fSee FllAT-SCOPE, 16 May 1959.) 

Daily ARB reports for the first four weeks of Mav show that a three-wav ratings split 
resulted which had Sea Hunt boosting WABC-TV's ARB score bv 10 points or more and then 
sec-sawing for ratings supremacy "vvith the network .^how that replaced it. 

Sea Hunt ranged from 17.0 to 11.6, Markham from IS. 6 to 14..3. and D. A/s Man on 
NBC TV from 12.7 to R.2: four week ARB averages were Sea Hunt. 13.9; Markham, 14.2 
and D. A.'s Man, 10.1. 

This pattern appears to anticipate time-periods of ^^onorally iiioroasod ooiiipolition 
this fall in which huge ratings will be impossible for any show, whether syndicated or net- 
work in orifnn. 



COMMERCIALS 



Look for drastic oliaiiijes in ooniiiioroials Imilt aroiiiirl llie iiso of imir^io for llioir 
.-salos effootivoness. 

Significance of the shift is that mauv commercial^ are now being made with the iiinsie 
track first and tlie copv and visuals fitted in later. 

ATore than a dozen such **niusic first" connnerriak for food, drug, auto and apparel 
brands were reported completed in recent week«; bv one producer alone. Music Makers. 

They include: Young & Rubicam's Tang, Kai'^er, Sanka and Tek: J. Walter Thompson*? 
Ford, and Aero-Shave; Kenyon & Eckhardt's Mercurv and Praise; Dovle D^ine BernbachV 
Cutex. Chemstrand and Thom McAn; and Compton'^ Duncan Hines. 



1 lir trend for llic euiiiiiierrials indii'4tr\ to roiitiiiin* to roiirnitrate iiitt* tlie 
liaiidrt ol a siiiallri* iiniiilier of |>i*odii4*ers roiitiiiiied la^i ^M•rk \*itli aiiotliri* iiiri*i:ei*. 

'l'r;nislibn, which it.self is |)ait of Buckeye CorprniitituT- holding--, lui^ lejuied up with 
WMde Studios, animation specialists. Wylde will move into tlu^ ])re^ent Tran^fihn facilities. 



SPONSOR • 30 MAY 1959 



A round-up of trade talk^ 
trends and tips for admen 



SPONSOR HEARS 



30 MAY 1959 
C«pyrliht IMO 
&PONAOR 
PUeUCATlONft IHC 



Pri/o riinior of tlie ^\•crk: Sonny Wrrl>lin, upper IVICA oxonitivo, \vns forniinj^ 
a 8yn<lira!f! to arquiro NBC 

This comes right on the heels of the one ahout Kdgar Kaiser ofifcring to buy the net- 
work for $300 million. 



Call it the iiltimato in somethinf; or another, hut a tv network provident reeently 
DKulo a long plane trip jnnt to tell an aclvortinor tliin: 

TTow porrv he was that the advertiser's roqniroiuoiitH eouldii't be fitted into the 
eoniing HcaHoii'p network seliodnle. 

Madison Avenne this week buzzed that a tobaeeo aeeount — one of the giants — 
has beeonie reeeptive to migration. 

No partieular brand M^as mentioned; but that dirln't stop more than one agency 
from taking earefid inventory of reeent inclieations of displeasure. 



Never before have ageneies, networks, and paekagers found it so frustrating 
trAing to maintain in mimeo form the tv program sehedules for the fall. 

No sooner is the last sheet ofF the machine^ than the data is outdated by another liatcli 
of program or time ehanges. 



Reps are keeping a sharp wateh on the efforts of a tv broadeaster in the deep 
South to reeruit their stations for liarter deals — one of them operated by the World 
Travelers Club, 

The broadcaster is asking for a eommission in addition to the one collected by the 
WTC. 



Perliat>s no other advertising spender expeets so niiieh personal serviee from 
the president of an agencv as the drug maniifaeturer. 

The agennv head not only is expected to make fre^jueut ealls on the client but he's sup- 
[)0'^ed to attend all sales meetings and eonventions. 

Olio such pre^^ident last vear racked up about 60.000 miles of travel. 



In rojort'nig the solieitation of a Reverly Hills^ Cab, trader of branded items for 
fn^o 8i>ots, a wostorn radio station operator wTote: 

"Did it ever occur to you that stations might be accepting merchandise from you and 
vour clients and returning the signed affidavits of perforniauee, but failing to run 
your spot annonnoonionls? 

"If snrh things are happening, mav I sav those stations are entting their own 
throats borauso c\t^ntnallv the advertiser is going to realize he is not getting sales results 
in those area? and hence woiibhrt buy these stations if he wore to advertise at a later 
date, , . . 1 am euelosin^ rateeards and other data on our station." 
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llie ^ 5 BILLION 

SMpire 




"WSM Helps Fleischmann Keep Pacewiththe 
Growing Central South ..." 



Says J, Walter Thompson's Frank Marshall 



As Broadcasting (jroup Head on the Slaiulai'cl Brands 
account. Frank Marshall (shown above with Blair's 
Tom Harrison) makes it his business to 
know markets and media. 

He is well aware that WSM's 202 county daytime 
audience spent SS70.730.()00.0() for food last year, 
and that the astoundinj^ WSM 766 county nii^httinie 
audience poured S3,S27, 278, 000.00 into i^rocerx* 
store cash registers dinM*u*> the same pei'iod. 

Small wonder that Fleischmann uses WSM's 
Cirand Ole Opr\% and a daytime spot schedule on 
WSM» in order to ''keep pace with the ^rowinii 

(■entral South"! 

Are your clients' products "keepin.^ pace'* in America's 
13th Larjiest Radio Market? If not, you need tiie 
sellinj^ power of the Station that actually has a 
measurable audience in more than one-fourth of all 
the counties in the United States. Bob C'ooper or any 
Blair man can ^ive \*ou the facts and fii^in-es. 



WSM 

Radio 

Key to America's 
13th Radio Market 

50.000 Watts • Clear Channel 
Blair Represented 
Bob Cooper, Gen. Mgr. 



OWN ED AND 
I SPONSOR • 30 



OPERATED 
MAY 1959 



BY THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY 

57 



Capsule case histories of successfi 
local and regional radio campaign 




AUTOMOBILES 

^PON^OK: Milhr TniitiiK Inc. \ : DiumI 

Capsule case history: Miller rontiar oi Cl(>iuiiil)U^. (icorjiia 
a m'w auto a^eiu^x plartMl a vrjiuiiu srlicdule <»n W GHV. Tiic 
ranipai,:;!! caiiccl for iuiniil{* >\u)[> to he w i itteii 1>\ tlic WXJliA 
(onliimily >lalT and to lie ivati lixc 1)\ tiie <ll>k jorkcN^. 
ii<'a\\ ('iiii>iia'^i> was Pjill How'u-ks show, lu'suils 

t'aiii{' (iiiickl). Y. K. \lillor. i>iesi{ionl for the ageiu \ . said, 
' Wr >tarlr{l oni\ nine luoiitiis ajio and now \\r arc almost 
a> well known as some of the otiicr auto a<»cMU-it's that lia\(' 
i)t'{'n in hnsiness here f{)r 15 or 20 >ears. \ i:ood ]>arl of 
this ^j>l(Muiid i>ui)ii<' iclations joi) was acoonij>lisiu'd tlir(>iii:li 
iho air ovci \\ (71* \.*' Miller went on to sa^ . "Our dollar 
lia> been u{'ll sptMil ttwv \\ (lU \. and we feel our aeeouni 
lias I)e4'n <ii\<Mi e\e{»i)tioiial service heyond that normall) 
(^xpeeled from a ra<lio station, liowick's j>i()orain ^^ave us 
the j)Ush we neethnl. The im])ael of his re{-onmK'ndal ion to 
the (^olmid)u^ audieiu'e was an inij)orlaiil factor.** The 
ad\ ei lis»' r h;is now placed regular schedules with W ( dl \ . 
W (iliA, ( nlniiilnis, (ia. Vniiuniu ciiiciils 

SOFT DRINK 

<P()\-^()li: n<-tioit.S(iuiil V: M;i( \hnui-, Jolin & 

Capsule case history: \lac\lanns. John \ \daius. iidver- 
lisin^^ a^LM'iii ) for the l)elroil-S{piii t l>oillin^ Co.. j)l:Hn^d a 
1 .'^ W4'<'k X licdiilc ON W ( I II). The apencx honiihl mlimle 
amiouiK em( Ills. s4dieduled I hrontihoul W (^1 11 i s hroad{-asl 
da\. \\( lin air personalities. Joe Howard. Hill Hall. Larry 
|)i\on. (Jeoriic While and Trnd\ lla\iic^. all jzave tin* an- 
nouin enieiil^ in iheli ow u j)articnlar dcli\ in \ ^l\ 1<^ which 
added both a pei>onai lon{di and warmth to the spot>. In a 
I) •Iter to W ( !l I li s <ienci al manager. I 'rank \l. ^c\ innnr. 
\la< \laiiii>. John \ \dams* hroadi ast media supervisor. 
( ha I les \ . ( ;i inplu'll. w rntc: "1 hanks to \ on. Frank, ami 
\oiii stall, foi lln» hne suppoit and cooperation \ou ha\c 
(•\len4led to oni rli4'nt \\ ho has ln'cn ad\ (M lising on WI^IIH. 
aii4| also c{)ni:i atnlate \onr station f{)i the i(»sults thai have 
1h en n'ali/cd hx onr cli4'nls.** Cainphcll aUft said *'\\e look 
for w a I d to nian\ nn>H» siic{'es>fnl cainpai,i*ns on W ( 1 1 H." rh{' 
nheiti^cr and a_i»enc\ ait* pic^enlK sellini: up new sth(»diilcs. 

V. < Jlli, Dcltidi \ nnoiiiKTDiciits 



MUSIC STORE 

^rOXSOU: Mu-ir ( asilc Krcrd Mit.p \(;t:NCV: Dir« • 

Capsule case history: Music Cattle Keeord Shop. Scolti 
dale. \riz.. was inltM'csled in reaching peojjic of all age* 
and johnu) Castle j>uichased a schedule of 10 aiuiounct 
uicnls weclvl) on the fnc j)ei>onalit\ d.j. ^hows on KPHC 
IMioeuix. Sjjols annimnccd lie-in contest with station. WVei 
l\ winners <:ol KPIIO 'Mlil Pick Packajie." an album of fix 
hit-tod)c record .seh'ctions by the five d.j. s. In additioi 
sj)ois ])i()Uioied the Caslh' Kccfjrtl Chib. wln\-h p:i\es a frr 
record or album f4)r ever}' 10 lecords or albums purehape(j 
The t hd» rosier has ii4)w frn»wn to about 750 uuMid)ers. R( j 
suit of the <\ampai*!u on KPIK): a inulti-x'olume increa^ 
based on both expautled store tiallic and regular habit bu) 
in^ purchases. Ilie stoic, whose \olunic is u^ualh at lea?- 
2r>\ lii<:hcr in winter months because of visitors to ih 
res4»rl area. rep4)it<*d su>lained business ihioujih the suiniiie 
months. "KPIiO's solid proj:raniing." J(dmn\ (Castle sair 
"has been lar<:el\ resj>onsible f{)i' the store's success herr. ( 

KIMIO. Pliix-nix \ iinoniHemrn 

INSURANCE 

>l»0\S()K: Naiioiial Tra\rlcrs Lifo ( *>.. VCKAC^ : Dt^an ^imnioi 

Capsule case history: liafli«> i> nothing new to Mih4)U 1 
Ros<». W est Coast dirtvlor of >ale> and adverlisiuii for ll 
Xalioiial rraxclei.s Life Cn. \\c ha> been usinj: KPOP sut 
ccssfnll\ for the past 1 '> \ears. I'raiik Ihirk. ^cn. m^r. * 
KPOP. >a\>. 'Mvosc 4'xpcrimeiited in evci\ wa\ with c\v\ 
foiiual v\e had on our station and uol the bc^t results u^ir 
l\\4) ()0-miiiute and one .'^O-minutc weekend proizranis fcatu 
in^ l4)cal iu»us. aiul a 4Muc-wcekl\ Negro spiritual d.j. pr 
jiram. ' I'he a{h (m tiser suppoi ts llu^sc \\ ilh a s4-hcdMU' < 
niimit*^ iiniMnmeciiKMils lln'ouiilu>ul the week. All scliedul* 
aie jnirt based 011 a .')2week basis. Ixosc services hi^ ad\(* 
tisinj; h\ staiuliii<» b\ in the studio durinj: weekend new 
cast^ to answer the phoiu^ <jue^lion> that p4)ur in con{rriiii 
th(^ firnrs life insuraiuc. "Ilu^ pli{>nc i^ m\ harouielrr 
l\os{* sa\ s. "Kcsults. not latinos, are the oid\ wed 
cifh* a s{duHlule*s elTe{'ti\ en ess. * liosc also reported 
radio has been the most pi*odu< tivc of all mediums for llin 
Kror, I n*. Xnpch'^ l*io<ir;niis & iinnounn^nioi 

MH)NsOl{ • 'M) M VY 19.^9 j 
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Which of the following words 
describes each of these radio stations: 
Modern? Old-fashioned? 

Four out of five Washington, D. C, area residents polled by 
PULSE found WWDC modern — a greater percentage than 
any other radio station. Less than one in twenty figured us for 
fuddy-duddies. And just as significantly, we received fewest 
''don't know" votes. Proof that Washington does know a ''live 
wire" when it hears one. Let us cut you in on the current! 



Modern 
Old-fashioned 
Don't Know 




Sta. A 


StQ.B 


Sta.C 


Sta. D 


Sta. E 


Sta.F 


Sta.G 




31.8 


37.1 


24.8 


30.8 


59.6 


72.7 


•:: 


5.1 


10.0 


6.6 


2.8 


8.7 


5.8 


21.3 


63.1 


52.9 


68.6 


66.4 


31.7 


21.5 



All figures indicate percentages 



Radio Washington 



WWDC 

REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 
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out 13 June 



CANADIAN 
SPONSOR 

an analytical interpretive USE 
magazine for agency /advertiser 
buyers of tv and radio time 



facts about CANADIAN SPONSOR 



1. purpose 

To provide all advertisers and advertising agencies interested in Canadian 
radio and television with a factual, interpretive, analytical, "how to" busi- 
ness publication edited 100,"^ for them. 



2. editorial content 

Basic editorial components are: (a) two-page newsletter, (b) several articles 
dealing with radio/tv problems, research, programing, costs, commercials, case 
histories, timebuying and many other key facets of the changing radio/tv 
scene, (c) news and idea wrap-up departmentally arranged, (d) editorial and 
letters column. 

3. format and distribution 

CANADIAN SPONSOR is a full fledged publication modelled in physical appearance 
and contents after SPONSOR, It is highly pictorial, functional, easy to read. 
It is designed for fast and efficient u se by busy media-buyers, account 
execut ives , ad managers and other selective dec isi on-makers , 



4. circulation 



guarantee -initially 2000 copies 

breakdown -at least 6- out -of -10 copies to agency/advert iser executives inter- 
ested in radio/tv in Canada. Included are U, S, executives concerned 
with Canadian air media. The remaining 4-of-lO copies to station execu- 
tives, station representatives, broadcast services. This emphasis on 
buyer readership reflects the magaaine*s editorial focus, 

rates - combined CANADIAN SPONSOR with SPONSOR, §9 a year; CANADIAN SPONSOR 
only, 55 a year. Quantity prices on request, 

f requency -every other Saturday effective 13 June 1959, 



5. staff 



Unlike other publications originating in the U, S, , Canadian SPONSOR is 
completely researched, written, and edited by a Canadian staff based in 
Canada, It profits by SPONSOR* s experience in interpretive use journalism 
and the special interest that SPONSOR'S publisher has had in Canadian air 
advertising since he attended his first CAB meeting in 1937, Otherwise, its 
total orientation is Canadian, Publisher, Norman R. Glenn; Editor, John 
McTaggart ; Business Manager, Mike Roberts, 



6. advertising rates 

ask for CANADIAN SPONSOR rate card 



i 7. office 



67 Yonge Street , Toronto 1, Ontario . Empire 4-0455 



WRAP-UP 

NEWS & IDEAS 
PICTURES 



HOLIDAY WITH CHEVALIER, a special one-hour musical fo be aired on CBS Radio in Mid- 
September, is the topic being discussed with star Maurice Chevalier by Albert B. Rich- 
ardson, Jr. (1), v.p., Chesebrough-Ponds advertising and Arthur Hull Hayes, CBS Radio pres. 




SITTIN' ON TOP 0' THE MAIL: Marilyn Handschuh scans the 9,052 letters received last 
week by WOW, Omaha, for contest done Joinlly with Safeway Stores, Gold Bond Stamp Co. 




AGENCIES 



J. W^iltcr 1 hollll»^<)n will ha>e 
Iar<:r;^t tv pnhlicily hmlgcl 
ov( r — 8 1 ()().()()() — to * ballyhoo 
the Ford hour srri(»s on NH(" TV, 
starting in the fall. 

The network will back U|) this te- 
rie^ with a record ]>roinoti(ni budget. 
u>ing iiiiniiiiuni full-pa<:e ad^ in Met- 
r<»|)oIitan nuirket> for tlie initial tele- 
cast. 



A*:<*ney a [) po i iit m e ii t > : Keddi- 
W'ipV Top-W ip. a low calorie, pres- 
surized whipped light (lair\ cream 
introduced la.^t )ear. to Ken\on & 
Kekhardt. Li>> \iigele- . . . Premier 
brand of Francis 11. Leggett ^ Co.. 
iccenth ac(|uire(I b\ Seenian Hro?.. 
to Anderson ("aim.- . . . Alle- 
ghen\ Airlines, to Van San t, J)ug- 
dah' \ (!o.. naltinn)re . . . Fulham 
l>ros.' Fisiiernian pro<lnct^ io Charles 
F. Hutchinson. lM)>ton . . . The 
Huiin-OAIatic CofTee Hiewing Kquip* 



CLEAN-UP D.J.'S af WRCV, Philadelphia, 
participate in "Clean Up, Fix Up, Paint Up" 
week. Sweeping the area (I to r) Pat Lan- 
don, Jack Ra+tigan, Ed Hurst, Joe GraJy 





CONFEDERATE 'WEE REBEL/ four-year 
old Bill Au+ry, pitches William HInman of 
Lambert & Feasley, with the s+ory on the sta- 
tion He represents — WRBL-TV, Columbus, Ga. 
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ADVERTISERS 



inent l)i\isic>n of Hunn Ca|»it()I Co.. 
S|)rin^rielcl, III., to ruiiiploii. Chi- 
cago . . . K(>stei-Grant Co., I.ooiiiin- 
ler. Mass.. makers of siin^Iass(»s, with 
billin-j;? at S-'itKKOOO, to Doiialiiio X 
Coo . . . l*0|)t*\e hriiiul |)(\uuit hiitU'r 
of Siij^r^cx Foods, to lliokn *!C (frrisu 
Inc. 

TIiiHu "'ii' <latu: lhMi(lois<iii Ad- 
vertising lias iiit)\ocl to new olFices 
at 55 Soutli IMoasantburi: l)ri\e, 
Gre(Mi\ iIIo. S. C. . . . I{<»r«j;on NomoIK 
accoiml e\('culi\(* with H. I'". McCar- 
tli\ & AsstK^ialos. will have Iiis book. 
Naked Before My Captors, published 
in \e\v York ibis wet^k b\ Frederirk 
FelL Inc. 

lVix>nnol oiKinjjes nl MIeldriiin *S: 
FeMjiniitli, CKm eland: Herbert Co(»|>- 
er. eleeled jiresident: K. T. Morris, 
chairman of the board: llobert I'fle- 
«er, to the e\ecuti\e committee: Kob- 
erl Gardner becomes \ .p. and \\ ar- 
ren F.ggl)*. to treasurer. 



TIh^v were eleeled >.p/s: lliin;- 
holdt (Jreijr, at C, J. l.aKnche . . . 
Giirtis Ahel, at "1 &K's Los \iij:eh's 
oiliee . . . Frie Marder, at KivF . . . 
\\ illiani K(nv(\ at Mi(Iiar(l Lane ^ 
(^o.. Kan>as City. 

Other personnel nune.^: Herniird 
SehilT, named jire^idenl of \\ (dib As- 
sociates, \ew ^oik . . . W illiani 
Janie.*^, \ .j). of (/arfhuM, cbM ted 
(diairman of New ^ ork e\ecnti\e 
connnillee . . . Mnriy llerlrsl, from 
FivS^K^K. lo me(h'a research manager 
at Donahue Goe . . . I'honia.^ 
HeannioiiL to manager of llie m(M- 
cliandising de|»arlment of ^ Saii 
I'raneisco oflice . . . Hern Kanner, 
to a>>ocialc m(Hha (Hi eclor and 
Kojjer Giapp^ to a>>i>taiit me(h'a (H- 
rector at Ik^H . . . Jaine?^ Eu;ilisli, 
to associate me(ha dire( tor at Ki^l^ 
. . . Stirart <^;ni(>n. to cop; super- 
\ i>or and IMiilip Porter lield. nicr- 
chaii(h'>ing aecoiml e\ecnli\e at Jo- 
se|)Ii Katz Co.. New ^ ork. 



Hr<»\\ii X \\ illiani.'-oii (Hates) lias 
elian<:<Hl its mind ahont drop- 
pi n«j; its alternate \s eek of Tin* 
Texan (CHS r\') and pnttin^ the 
money into spot t\ . 

A majoi factor in ihe d(M-isioii to 
go on w ith The Texan in the fall : 
li^vW had to ha\e a second >how l(> 
11 anted Dead or Hire on ( HS to 
benefit from the nuixiiiniiii di^-coiiiit. 

Se> enty national or regional 
roo<l ad>ertiser.s >\lio distriliiite 
in <M'and I'nion stores \si\\ ln' 
confronted ^itli this opportunity: 

To j)artici|>ate in a i*vvi\ tliree- 
niontli t(*st of the ne>\ Store \ i- 
deo |d;in for in-^loi e eI<M ironic 
|>oint-of-|>urcha>e (h^|>hn . 

Iah^ W agner. j)rcsidcnl of Store 
\ ideo. New ^ ork I foinidcr of Ti 
Guide in New ^ ork and ad\ erli^imr 
\.p. o f the FIa\d\ >trau Cio. t. will 
drs-run tlie jikan in one* t(»>t and one 



NEWEST THING tN BEACH WEAR: Jean Cary models stole won 
in WJIM-TV, Lansing, contest sponsored by Vivian Woodward Cosmetics 





NEWLY-ELECTED PRESIDENT of the Pa. Association of Broadcast 
ers, Cecil Woodward (I) of WEJL, Scranton. meets with states Gov. 
David Lawrence and retiring pres. George Koehler (r) of WIFL. Phila. 



\ 



f 





IN THE AIR WHILE ON 
THE AIR: is theme KNEW. 
Spokane, used to promote its 
Grocer of ihe WeeA show. D J. 
broadcast program two hours 
in this mobile unit which was 
hoisted on a crane and boom 



conivol (U store in tho Bronx, New 
^ ork. 

riic le>t >t>ue will iiicliule 47 I^CA- 
iIl^tnlle<l Iv inoint(n'8 ftui a in 
<'I(>^<m] eiiM'in! \vitli lolop tslides 
pro\Hl<*(l \ty food adxerliserg for 
r('laliii<! t^(*\ <'n-S(M'oiu] <*xposnros 
at pe;ik traflic' times. 

Vfter tlio fr<'e tt\^l for selfcted lui- 
licuial <'rliM'r^ Iwliicli l>e»riiis 13 
,lnl\ ). M(tre V idcM) will deAelop rates 
whitli Warner expfM ts to range fr<»ni 
o.')(^ jter l.(HM) >al('s transactions at 
tli>' <'a-li regist<M, to no liiglier tluin 
> I . 

r.;iiiipai;>n : [\ainl)0\v (drafts, Cin- 
eiiniati i> following it> ()fT-s(*ason Iv 
(\nnpaign for l*la\d)oli modeling 
conipoiind witli a similar ofT-tioason 
l\ proHKjtion for W ood-Doh. a eom- 
panion mo<leling ( omixtmid to IMay- 
Doll, The schedule to ran tlirongli 30 
June on Ten xfoirn Cirrus, \\^OU-TV, 
\ew ^ ork and ClJS I \ 's Captain 
Kd/ifiarof). will al^o 1 <^ pi( k>'<l np for 
station^ in l.o.s Vngclf>. Milwaukee, 
\rw ()iiean>. lloa^ton. >eallle, Cin- 
cinnati. San Vntonio and Miami. 
Ag(Mi( \ : I'ar^on. llulT & Nortlilidi, 
(^ineinnati. 



UNUSUAL 
CIRCUMSTANCES 

Mak(^ Kxp('ri(Mie<'<l Mana^tu* 
of MIK atui oO.OOO Walt 
(^oiJildtifHl ()p(Malif)ji ill Ojj(^ 
ol Top Dozen Markc^ts Itn- 
iiu'diat<'l\ \vailal>l<\ Ten 
^ (^trs ill Maiiiig(Mii(M!t at 
SaiiK* ()p(Matioii. KxcelhMit 
Kocoid and \lc>l IuTchmku's. 
Sliong on Sales. Dc^siie*^ 
\^><K'ialion That eaii I tili/<^ 
ld(Ml Mxp(Mi(Mic<^ and liaek- 
groiind in lladio, T(0<*\ isit)n 
(»r liolli. 

SPONSOR BOX 22 



lIcMM^^s T\]iV osiiinaled expendi- 
liiieb (us eoni piled hy LNA- 
liAll) for the lop 15 network 
4'oinpany adverlisers, f (dlox^ed 
by tin* 1 r> nel^vork hriuul adv<M'- 
lisers for Mareli, 1959: 



luxK <:oM^\^\ <aurss timk costs 



1. 


IV^G 


>;l>50(»,2d() 


2. 


L(n er 


2.69o,7()Ct 


3. 


(rtMieral Foods 


2.197.;;(4 


1. 


Ameri<*an Ihniie 


2.13(l/)Iil 


3. 


(:<dgate 


2.099. 107 




( / enera 1 Mot(n*s 




i . 


Ameri(^an 1 ol>a<'ro 


1.360.212 


( >. 


K. J, iieyncdds 


1.3 13.731 


9. 


Sterling Drug 


1.332.9JJO 




]*. l.ordlard 


1,291.02:; 


11. 


Bri.slol-Myers 


\A K1.990 


12. 


Iviggett & M)ers 


1.133.1 11 


13. 


General Mills 


L123.,^3(> 


1 I 


}\»r(l 


1.097.313 


13. 


Gillette 


9ia,[U)3 


UWK HIl\M> <,K(»> 


- TIMK eOsTs 


1. 


Ana<in 


S739.363 


2. 


Clie\ r<tlel 


733,012 


3. 


Tide 


(>70.77r) 


1. 


I>a\ er Vspirin 


6.32.210 


S. 


l*lnlli(^s Cigars 


,3C»C).972 


6. 




,"ir»o.[i2;; 


7. 


Ford 


3kiTir> 


4 > 

< >. 


Camel 


330.1 Di 


9. 


Vieeroy 


332.72,") 


in. 


Gleem 


322.1M3 


11. 


Hnflerin 


317.092 


12. 


Fall Mall 


l<)n.219 


13. 


Dri.vlan 


1-71.021 


1 1-. 


\\'in>l>Mi 


170.03<) 


ITx 


Colgate* Dental ('ream Ut().227 


FILM 



lv\ pa II ded pr^Mlnrl ion plaii?> for 
fall Mere rev(\ded last \u*ek hy a 
iiiiin])er of ^yiidiealor,-*, gearing 
for more extensive programing 
oper;ilion,s llii,s year llian in 193K. 

Among s\ndieators with greatly 
enlarged programs Mneprints are llu* 
f(dlo\; ing : 

• Mil I'ilnw, with ( *(>//ii/e,s>/o//a/ 
hivi'stiiidtor as tli<' third of its nrw 
slu>ws in <nii(Mit prcMlnetion. 

• CM', nn\eiling A 0/ For Ilin' 
i origrnalU Frox ost S<M ueant » and 
f\*ny f\\f)rcss as titlfs jnnnhei three 
and fonr <d rrew series in iilming. 

• 1 r(,. r(\id\ ing // hiplash pins 
pilots for two rmdi^elos(*d serie*-. in 
addition to one more \ ideo-lap<' 
show. 



Sales: Ziv reports Latin American 
sales of 22 different programs in 12 
markets, totaling 121. fdm contracts 
. . . MCA FaraniountV package to 
KO\0-TV, San Antonio . . . CXF^s 
Life of Riley sold to kFlX, San Fran- 
Cisco; \VFU()-T\\ Frovidence; 
VVJXT, Jacksonville; WFHG-TV, 
Jolmstown-Altoona; VV'TVT. Salt Lake 
City; WHDIl-TV. Boston: WHRC- 
I V, Birmingham; W KTV. Great 
Falls; W11BF-T\\ Rock Island; 
KFYR-TV, F>ismarek: WDAV-TV, 
Fargo; WLBZTV. Bangor: KCMT- 
TV, Alexandria: ^\^KKG-TV. Mo- 
bile; WCIA-TV. Champaign; and 
WTn^V, Charlotte . . . MGNF I V fea- 
tare films to \\S()C-TV, Charlotte 
. . . WPlX's Co/d War sold to KHYH- 
TV, llonohihi; KTV]\ Salt Lake 
City; KGON-TV, Tucson, and WECT- 
TV, Wihnington. 

More sales: Zi\V LocL-l p signed 
h) 1 horpe Financing Companv in 
Milwaukee, Madison, (^reen Bay, Eau 
(Claire, La Crosse and X^'assau, all in 
Wisconsin; h) Texas State Optical 
Co. in Midland-Odessa and Marling- 
en; hy Morris Flan Savings and Loan 
Vssn. in Indianapolis; and hv Amer- 
ican Savings Bank alternating with 
Blac.khurn Department Store in Ania- 
rillo. Total sales of Lock-Vp report- 
edK cover 46 markets . . . Market list 
on Carting Brewing's hn\ of CBS 
Films' Phil Silvers includes the fol- 
lowing cities: Altoona, Atlanta. Bal- 
timore, Ba) City. Bellinghani. Bir- 
mingham, Boise, Boston. BnfTalo. 
Burlington, ('adilhie. (Cincinnati, 
(nevelimd. Cohnnhus. ().. Da) ton, 
Detroit, l'!ast Lansing. l'ai<\ Fugene. 
l'"vansville. Flint. Ft. Lauderdale. Ft. 
W^iyne. Grand Kapids. (»reenshoro, 
(Meen\ ille, 11 a r r ishn rg. Hartford, 
Houston. Iluntingtcm. Idaho Falls. 
Indianapolis, Jacksonville. Klamath 
Falls. Kriowillc. Lancaster. Lima, 
Medford, Memphis. Ahnitgomery. 
Xiishville. Xoi f(»lk. Oklahoma City, 
Orhnnlo, Farkei shnrg. Feoria. Pitts* 
luirgli. Fortlaiid. Ore.. B(tclie^ler, 
X. Y,. Boselxag. St. Louis. Seattle. 
South Bend. Spokane. Stenhen\ illo. 
S\ raense. Tampa. Tcdedo. Tulsa. 
Washington. 1). (C.. VVatertown. Yaki- 
ma and Youngslown. 

Programs: X'TA will handle more 
than 200 comed\ sh(»rts as Custard 
Pie Phy/io/iM\ containing Mack Sen- 
nett and other snhjcvts . . . GXP as- 
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5ii^MUul a l<';uliii*i voU' in /*on\ I'! \ press 
to (/rani Siillixaii. 

I*r4»iiio!ion : .M(]A W luailt'd a 
l>i>(>kl(*t explaining ralin^> xm x ic('> In 
lO.OOO t\ o\iH-nli\tv . . . \'r\ si^Mied 
nn'v<'hnn(lt>in*; <'()ith ;t<Ms on >ltiili'\ 
'lVni|)le foaltiii'^ with Kandoin lli)ii>r 
hooks and with HoxMum I'lolhcrs anil 
Nanellr hi nn fad m ini;, hoth ( lodi- 
in<: niannfartiiriMV . . . Hoiuh^d I \ 
Fihn >(M'\ i<T di>trthnt(*d a l2-i>ag(* 
hookh't on fdin haiuHini: ami print 
prociiienKMil. 

Tiipo: Station CIlfU-TN . Ihimihon. 
Ontario, reports it i> tho first (^,nna- 
(linn station to h«^ tHpiipiMHl with \ni- 
pt*\ \ ideolap(* Hnil^: one recorder i> 
perniantMitlx h)rated in a >ln(lio nn<l 
a xH'oiul is niol>ili/ed in a van. 

Strietl} p<M'fi«>niu*l : Kicluird P. 
.Moriiii. Jr., tr:in>fer> to the 
Filni> Xew York ofrue . . . Ilrrh 
Pe;irs«>n appt>inted a^i^tant sales di- 
rector fi>r OlTicial I'ilnis . . . l''l\\ in- 
dtt>tr\ achiex enient award to Ihi/ard 
K. Kce\r.s . . . J:iv W'illi;niis l)e- 
comes \ .p. of I'laniin^o Films Inter- 
n;ili<inal . . . Xatiimal 1 healres elect- 
ed Kl\ Lantlaii a> senior v.]).. 
Olixer A. rn*:er as first \.p. and M. 
Speiicrr Le\e a< \ .p. 



NETWORKS 



CliS TV thi^ w <'ek d i^clo^ed that 
Bnick (.Mr(!;niii-Kriek:*oii) had 
l)oii<:ht four 9()-iniinite Kriie>l 
Heniin<:\vay >p«MMals from it for 
next season. 

\ddiniz the cost of the si\ l^oh 
Hope -how- it will carrx on M5C TV. 
Riii<*k'> hill toY >p«^eial> next season 
will run -oinewhat o\ er .'^.') million. 

%^ 

For tl!<* lh>t time, a l>o\ oilier 
motion pietnrr to a new re- 

lease, hoiiij^ht ilu* radio ri^lil;^ 
l<i sponstir the Flo\ d rntterFoii-lii<:<^- 
ntar Jolian>-on heawwei^lit contest 
2^ Jnae. 

According to the 2 Vpril Nielsen. 
Ali(^^ Radio d«»votes more linu* to 
ncvs and eomnuMitary pro<xrams 
than either of the t\w) other eom- 
petin<: networks. 

The weekly statistic-: 
ABC: 19 hour>. 50 niiiinles 
CH>; 12 hours. 30 minnlcs 
XHC: 14 hours. 0.3 niinntes 



iN*»twork renewals for NU(! T'\' : 
Le\er t HHDO l fur alteriKHc-weck> 
uf 1 oil Hoi ) our Life . . . Kniek 
I M( (!annd\rick>oii I . fi>r -i\. tnie- 
hom Boh Hope -how- , . . l\>rd 
l.|\\T) for the T<Mine>-e<' Frnie Fonl 
Sfioic . . . Le\er iOIkWI I and Spei- 
«hd (\(AKl for r/ir rrirr Is lU^ht. 

linsiness iu>tes at \\M] \\: Fit:- 
«;ett X M\ers. for I AM. (^le-terfield 
and Oasis. ha> pnrchaxMl 90 hours 
of tiiii'* for next s<*a>nn. railing' for 
allernnle-week.- tin llie AlasLaris. /</- 
renfiur.s hi l^nradisc, 7 he I nfoucli- 



fihlrs. The Rrhef ami nInrL >a<hlle 
. . . Law rene«* W'elk >i^ncd ihi^ 
w<M*k. an <'\cln-i\ o radi(>-l\ dnal 
a^HMMiient with Duil-je and \1>( , plii^ 
a si'par;iti' p;u't with \1U cti\irini; 
ii\c-\ car>. 1 1 call- for oin W elk t\ 
shdw a week: the >atnrd-"\ niulit 
Doi/^e Donee ruriy. 

Sal4\'^ at Kadio: In a<ldltion to 

W ri*;l«*y*s >l.l million renewal. ( \\> 
report > auothei half- million dollar- 
net in new l>n>iii<'— . 1<'<1 1>\ -ah^- to 
Shnlton ( \\ e-le\ \--ociat(*- 1 for 
heathers l)a\ proimtlion. ami .^^U^r- 



YOU'RE ONLY 

HALF-COVERED 

IN NEBRASKA 




IF YOU DON'T USE KOLN-TV! 



- Hqe^ 



This is L'ncoln-lond^ KOtN-TV's NCS HjDISEI 
No. 3. Figures show percentog«s of TV fcj — MBllB 

homes reoched weekly, doy or nighl. Pll^^j 



NO OMAHA STATION COVERS LINCOLN! 



60 

140 

1 30 

1 

£20 




ARB 1955 



1956 1957 I95« 

Ml ifi '0* m kit un sf 




Ono l)if; MKirkcl in Nfl»r;isk:i in the 
extrrmr Kn^t. T\iv oilier i> I .inroln-l.nn il 
— 66 roiintit*'^ ;intl \s rll-lirclrd (con 

fmVnVij? tixoti' ihnn 11 iLF the ht\} in? 
poti or o f tl\n stnte! ) 

^*ie^^or^ in tlir rxirriiir Ka>lrrii ni;irk<*t 
speml ;i lol i>f linir .-\%itrliin2 from out* 
lo nnotlirr of llic llirrr TV sUilion^ llir\ 
liavp av;iil:iMc. In I .incoln l .:iih|. tlir >lor\ 
i^ all /vO/v.N-'/ r. IiV tlic onl\ >talion lli;it 
t•over^ llii* areii. 

A»«k .\vrry*Kno(l<'| for llir f;irl^ on 
KOLVTV - thr Offiriiil \U>}r ( }{> 
Onllct for .^^oiilli rpMlrnl Nrlir;i-ka :iml 
Norlliorii Kaii-^iis. 



KOLN-TV 

CHANNa 10 • 316,000 WAHS • lOOO-H. TOWrt 
COVIRS LINCOLN-LAND — NEIRASKA'S OTHER 110 MARKIT 



or. 



linjr l)rii<: n>vt>\\ii \ l^ntchtM' ) . for 
<'M-\\<M'k sclieJiih' of [hrvc wct'kh 
linu^ >crial>. 

iNel IV siiiniiMM' rt'^lfioonuMit!^: l^>i' 

tin* Ferro Como Shou\ Perry Pn'- 
sents. >tnirin^ Te^t*^a Hrcwtr, Tt>ii\ 
ncniu'l tli«* I'onr Lad?-, hcjiimiinji 
\l] Jiinr t»n MUl T\ . . . For llio Car- 
ry Moore Show llif Andy II illianis 
>/H;;r, >|>()ns()rr(l 1)\ 1 (ex Ion I La- 
INh'Iu' 1. kello-^' (lUiriietl) and l*ilL^- 
burg Plato (UIJDO) bcjzinninjr 7 Ju- 
ly on ens T\; 

Pro<:rimnn<: n<»l<»s: AH(] 'V\ will 
rt»ver. the 1960 Wiiilor Olyin- 
pio (riiiiM's frt>ni Stiuaw \all(\\, 
Cal.. Vil2V> FclvniM) . . . \ew day- 
time >liow> at VIU! \ \ ; Across The 
Hoard, new aiidicnre |);irti«'ij)ati()n 
^liv>\\ , Ix^gius 1 J lint', 1 2- 12 :'M ) . . . 
M>C T\ "> Restless Gun nio\e> In 
Al next >ea>(>n. 

I'iiKiiKMiil report: h"ir>t (piarter Itill- 
in-s for AHC TV W l iilioad <>f tlie 
likt* <piartt*r. lOoJ*. with not (tj)oratinf; 
<*arniii*is np 23' < $2.3 million oom- 
parod with 9^\,V> million for llio first 
(piarlor. 1 *),'><). 

\r\v iiotwork nllilintions: To AH(] 
WmVmu KHXl., l{(.sol)nrg, Oro, . . . 
"^1 0 llio K<*y.'<lon<» ]ti'o:i<l<':istiii<j: 
Co.: KCIJ.* Shrovoporl; WSKO. 
MarllM)ro. Ma>s.: WDOC. Marino 
(litv. \1 it'll.; \\ Y lv\. Loui>l)iir<r. 
N. C; KW '\M, MomplnV; KSO\. 
IJa\ mondx illo. IV\.: \\ lUS. Koanukt 
ant'l W V \\\. Parkcrsbm-, \V. Va, 

Slrio:l\ p<*rsoniH*l; J;inies Aii- 
l)vey Jr.., naniod t*\oouti\(' \.i>. of 
( |]S TV . . . <:iiiT AiMhM-s<»iK to di- 
lot tor t>f sjxM'ial j*(ma ioo> for llio \\\C 
\\ oslorn Division . . . Kiolinrd 
KmliiiK ti> niidwt^sl inana*:or for 
Mutual . . . Vn<li-o\v Sn Ithiondo. to 
diroolor of adminl^liatixo ojiorati(»n> 
and K;i\iiion<l S<*li\viiil/ to «'on- 
Irolloi of C\\> liadio. 



REPRESENTATIVES 



M<l\\ai<l (Icriii-^ nit»:^l ^iuiiif- 

i<';iiit ino<lia dr\ olopiiH-ii t <>t 
t<» l»r llio :irooloi';il*Ml Iroiul 
hpot l\ . 

\ report j)roj)ai('d 1>\ l*»*ti\ on 
l'):>;i sj)n! !\. -'I ho :^".l I.: 10 (HH) \ ol<' 
t)f ( "onfidoiK'O. ' inclndo^ tlux oh>o)- 
\ al i( >Ms : 



\\ S])ot tv in 19oJi ("[ainod at a 
faster rale than it did in '.'^7 over 

1 *):)(,. 

2* AdvtM li.sors inoroasod thtnr sjjot 
IV invo^lmonts h\ \ V i. or S62.97t».- 
000, in "oJi. 

A \\v\s rop firm: the (#eiio Hollos 
(]o.* \e\\ Y Ork. or^ani/od spooifi- 
calh to moot the needs of ^inallor 
market radio. 

Kop appointnionts: l\l*l)-\. l*ino 
ninfT. Ark., and W^KKO. Cape Ca- 
na\oral. Fla.. to (ioiu* Holhvs . . . 
WIIK. Clevolaiid. ().. to John Hhiir 
. . . W'J \C. JolmMown. Pa.. KCF.F. 
nakersfiohl. Cal.. an<l KILF, (;al^t^.- 
tt>n. Toxa>. to liieliard ( )'(^oniioll 
. . . KPOl, llontdnlii. to Jaok 
, , . W CHM, Haltimoro. Md„ tJ 
Polors, (Fi'ifliii* W Oodward. 

Persoiinol-ilios: John J. Kollo\' 

named di reel or of olitMil rolalit)n>. 
(.1]S T\' Spot Sales: (;<»orjxo Pioiis, 
h(*ad Cl>^ 1 A >\hA olienl relations in 
nn'dwesi . . . David S. VI !oii and 
L<M>nar<l J. MoiToalo to \o\\' Y (nk 
tv sah^s staff of Katz. 



RADIO STATIONS 



KVW and K\\\-1A, ClrxohiiuU 
lui\o taken on tlio (]lo\olaiid (jty 
Phinnin<: (^>ni mission for a iio- 
liol<ls-l>:irre<l hattlo on ilio issno 
of nMMlia disei*i mi nation in iho 
<li!^s<Mniiiation of n<»\vs. 

1 ho stations in tnliloiial ohar^od 
the coinmissit)n of livin^i in the lOih 
oorilnrv 1)\ r(dea>inji exolnsivoh to 
Idoal no\\>paj)oi> tlio ooni])l(*t<* plans 
for I'odovolopniont of CJ(*\ eland. 

The ttnntni^^sion's alihi: It lhoiip:ht 
thai th)-on;ili tin* newspapers the pot)- 
j>lo would l>e in a liotlor j)osili(ni to 
i('\io\\ and oonnnonl on the j)lan>. 

\>kod iho >tations: Did iht* ooni- 
mi>sioii think that radio lI^ton'Ms and 
{\ \ Jouors w (M not oaj)al»lo of o\- 
oroisinii n >imilar diiio>tin*r and orili- 
oal oapaeilx .'^ 

How tho\*i<» liolpiii^ t<» oorr<H't 
two ooninion faults of riKHi) 
toda\ — :i <hial rate oai<l syst<*ni. 
and ii roiiiplioat<'<l r:it<» <^n'd : 

W \. Fxnn. Mas^., is joiniim 
the troml lonurd '*( Jnt* >ei\ico. One 
lialo" \ ia Its is>nan('(\ this week. <tf 
a >inj:lo rat<» polio\ for all ad\er- 



tisors. ])lii5 a rexised and >inipler rate 
oard. 

Another station hi join ihe single 
rate fold: WHEE. Chioaso. 

Idoiis at work : 

• To find "^^enuine" Fskimtj Pies, 
WlXiV, Minnoapolis-Sl. Paul soul a 
d.j. to Aneliorage. Alaska, where he 
originatetl two of lii> shows from the 
kFQl) studios there. I pon hi^ return, 
d.j. Kanishur*;. \\a a dog ^led team 
j>arade. hostt»d a special matinee to 
distribute iht* FOOO pies he hrought 
hack. Station plans to follow-up his 
trip \ ia a eontt^^t for listeners to 
guoss the translation of a pre-re- 
coided Eskinit) s staleiiiont. 

• *'Air Conditioned Radio": Thai's 
the tluMno kOMA. Oklahoma Cil\ is 
Using for a new suunner campaign. 
\s a tie-in, station will gi\e awav 
thrtv room air oondilio)U^rs during 
the .summer months, to the lislen«'rs 
guessing the highest ItMiiperatnie 
each mouth, along w itli the da) and 
hour it w ill t)conr. 

• Vnotln^r slimmer c a m pa i gn: 
\\ PEN, Philadelphia, is mailing fans 
along with its AVlio Duos More Of 
What In the SumnitM'" hrochiiro to 
agtMU'ios. with aooount e\(MMiti\ e^ at 
the station working on a chart that 
com J >a res radio as a hasio summer 
hu\. against newspapers ami tv. 

• \VII\ IMiihidelphia. is pro. 
motlug a Homington slia\er sehtNlnk* 
with a contest for tli(^ best arrange- 
niont of a ^jxM'ial march tune (Ui 
which the jingle 1 a-ed. 

• Into the air: WENS. \ow ork 
is giving aMa\ free ludicoptor tours, 
two a w(M»k. t(j listeners who write in 
the most intoro'^ting reasons for 
wauling to lioxor o\er the cit\. 

• K\(), El Oulro. Cal. just ron- 
( hided its ^'Imperial \ alley Mother of 
the ^ ear" c<nil(^sl. asking listeners tti 
write in their selections. Total muii- 
her of \otes tabulated: 7.330. 

• WSU, \tlanta autl is advertiser, 
the 1 lonu^lilt* Ww isioii of Textron, 
ln<\ stagtnl a "Ket^p Com gia (rroen ' 
eontost KMOutK. awarding two chain 
saws to the winner, riie eontost. a 
2 l-wt>rd^-ordess unt^ on tin* best rea- 
sons win tli(^ stiit(^ should be kept 
green. 

Stiition [HI r<*liasos : W <^ME 
Ouinc\. Fla.. to William DotNon. for- 
UMM'K ])rt>giam manager for \\ 1 IC- 
'1 \ . W jshinglon. 1). ( for S90.000 
. , . W ^ SK. Franklin. \ a., to 
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^ Thomas K. Clark. pK'sidonl of tlx* rep 
firm iHNiriiiiz his iuinu\ for ."f tUl.OOO. 
Holh Sillies hrokcKMl h\ Ulackhnin 6w 
Co.. \\'ashin<:lon. I). C. 

l<»lt(MS cluiiiur: KIA. Oakhiiul. 
lh(* rec(MUly pul)Ii>ho<l CrowoIl-C.ollicM 
^lali<)n to 1\I*]\\'I5. 



Thisii 'ir (hitii: WllKK, Akron. O. 
ha"^ just inked a c-oiilracl for 1 7* 
hoiU'i of it:* iii<ihlliine programs lo 
out* sponsor Lujan Drix o-ln Ke>- 
lauranls . . . W'i'.SlI. Portland. Me. 
is making availahh^ lo graihiali^s who 
ar<* members of its '970 Chib' a le- 
cording of the gradnalioii (•(MeMionie> 
at their sidiotd- . . . K.MOX. M. 
Louis is hmnchins; il> "Operation Job 
Hunt" for >tnd<Mil> se(*kinir sninnier 
job> . . . \\'(;N. ("bicairo and the Ib 
linoi^ Opera (iuild are h<tl<ling iheir 
i^econd annual search to discover new 
operatic talent awarding the first 
place* winner S 1.(^)0 . . . 'IIk* fonrlh 
ainuuil lid AniKiiincer Day" 

at W'SAZ. llnntington-Cliarloton. at- 
tracted 32 of tin* .station's spcuisors t(t 
run the station from sign-on to >ign- 
olT . . . \ new nani<» for a new?- de- 
partment: K:i(li<)-acti\ (*. adopted b\ 
KI.Z. Dcmer. 

Kudos: Earl Sar*:(Mit. of KWT T. 
Wichita FalU. Tc\.. awarded a degree 
of honorar\ state farmer from the 
Fntnre Farm(*rs of America. Okla- 
homa \ssociation . . . K^W. 
Cl(»\<'lantl, the Journalism 
1 1 Award for Kadio .'^tation>. ?ponM)rcd 



h\ the Ohio State I5ar A»o< iation . . . 
To K.MOX. >t. Louis, the \ward of 
Merit from the I iiit<Ml (j'rebrai l*aU\ 
\>soci;ition. 

Station stalTcrs: Weiubdl ramp- 
li<dL to \ .p. in cliargi* of Pacific 
Coa>t >ales f(U- l\l\0 Tt^leradio Pic- 
tiu'cs oivo station>. l\epla< ing hiui a-- 
\.p. an<l general inaii:iger of l\l*l\(.. 
>;\i\ Fraucisc(>: Jack 'I'liaxM' . . . 
I{icliar(l (];deiHl(M*. lo sales man- 
ag(M' of KFW IJ. San l*'rauci>co-Oak- 
land . . . K, 15. Kc(nM!. made a \.p. 
of WOSX. Charloton. S. C. . . . 
Jaiiu's Siiiioii.-'. to g<'ncral sal<*^ 
nianag<M of Kl*\\ P>. llolI\w<M)d . . . 
St<*|ili«Mi Ko(in<M\ to general man- 
ager of \\ \MP. Pitt>luirgb . . . 
Uo!>*M*l l*(*tting<dl Jr.. to >al<> man- 
ag<M' f<u- kOP). \ll>U(]uer(iu<' . . . liiH 
.M eMail on . to program and ])id>lir 
affair- dir<'ctor. WSJM. St. Joseph. 
Mich. 
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Piltslmrjrli ^latiiin?. tlii- \%(^ek 
jiiiiiped into tlu* gap \vi\ Ly tlit* 
ntMvspaper strik<*. 

For in>U^ncc. W T' \K M-luMlnlcd 
fi\c half-hour program> and P2 i\r\\> 
break>. pln> an olT(*r lo *"rnn as main 
a<l> a> tim<^ p<Minil> for \ie\\er> who 
aih (M tixnl in the pap<Ms" classificMl 
secti*)n.'' 

Station is al>o printing and dis- 
tributini: some 20.()tH) new^ letters to 
area residiMits. 



*l*>%(i I( talnilatioii> \> cvr rr^ 
leaxvl \%c(*k. ^ll(n^in^I; 

1) More than 12.*> dilTci*<Mit t\po 
ol* a<l\ei-ti>er.s in 'i2 <lilT<M*cni cal- 
<*goric.H iixmI 1\ in I M.IU. 1 Ofxl and 
griMcr; pr(Kliitt> titppcd the com- 
bined network an<I >p(>t li-1 : P\(f 
toppiMl the a(I\(M ti>er- li>t l See piiiir 
()\ for top I nctwoik"^ t\ ad\ <'i ti^< i 
in Maich. ) 

2) Nc\\>pap<*r> ar<* making in- 
ci*(»a*^<*(l ns«» <if U a(l\ <*ri i>ing on a 
local l*M (*L according to a -nr\ (*\ 
for 'WW 1)\ inii. The ie>ult>: -T) 
new >pap(*r> in II major market-^ 
purcha>ed a total of 7(lo -pot- dm in<: 
a >ampl(* week in ihe f<uiith (jiiaitcr, 
P>.>o. In the >am<' sainpli* we -':. P)">7. 
,')2 n(M\>paper- bought (>26 -pot-. 

I(ica> at \> ork : 

• \n unn-nal hn\ in t\ : \ group 
ol m<M'chant>. t(» pron)ot(* tin* <»nn- 
ni-on an*a a- a fi-hing and hunting 
"I topia." lia\ o banded tttgethn to 
bu\ half *)f Sf-otli^ilu on Sports, on 
KOA-TV. l)en;<M. Kea><.n.- for 
bn\ ing into tbi^ -how : li a pr(t^rain 
with -eaxmal empha-is to attract tin* 
tourist-. 

• \\*l)Ar-'F\. >cranton held it< 
nr>t annual bowling loiirnaUKMit for 
\\ omen, attracting 2( team-. Top 
awaid in ibe handicap di\i-ion: >oO(» 
plii> a team 1 r(tph \ . Stati(m ea rrie<l 
filuKMl highligbt> of ibc <Mitir(* tourna- 
ment on two -p<Mial half-hour nro- 
jzram>. 
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data: KOLN-TV. Lin- 



WGR-TV 



Selliftg (lie B/iffalo'A lagara Falls //tarkd 



REPEAT ORDERS in the nation's 14th market, as anywhere else, are the best evidence of television's 
sellmg ability, wgr-tv. nbc in Buffalo, is proud that 25 national and 21 local advertisers, who 
have used the station continuously since it started in 1954, have renewed for 52 weeks of 1959. 

These, and newer advertisers, will get even better sales results in 1959, as wgr-tv contmues 
to provide better service for more viewers In the mighty and prosperous market known 
as the Niagara Frontier. 

For best results from America's most powerful selling medium, be sure to call Peters, Griffin. 
Woodward about availabilities in Buffalo. 
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( olri. w aiinouiic<^(I a> the >tation 
which c1()|)(m1 ihc lowt^^-^t co^t ])ei 
iiU|iiir\ on the llutterAiit I'lower 
Seed ()fT(M\ coiKhit le<l OH >(>fiic C).") t\ 
>tatioii>. The pvi/e to w cathennan 
liol) Ta\lor: a l(*-(hi\. all-r\|)<'iise 
paid trip for ti\o to t\o Jariiero. 
phi- ■S'iOO for spending iiione\ . . . 
N\ l$ini.T\. (^hieag<». i> cireiihilin- 
a ">(|iie<vcd out ' fohh^' t(dhnj^ adver- 
tisers and aiioneio to '*j)laM aliead 
and a\oi(l getting caiiglil >li(Mt . . . 
hn\ now for lh<' falL and lake }(Hir 
pick of ehoi( e nighttime \A \ > and 
station l)ieak>. 

Kiulns: I'o the pr(Hnolion (k'part- 
nient at \\\SP V-TV^ Sparlanhurg. 
national honors for j>r()niotini! (d 
T\'> The />/ii" Payoff, sponsored 1>\ 
(^tlgale . . . To the art direelois of 
KMT\. (»nudia. 12 of the 41 awards 
hi tlie Omaha \rt DireclorV exhihi- 
li*)n of iMlilorial art and d<\<ign . . . 
The Alfred V. Sloan \\vard won h\ 
the IL 11. \h'\er Packing do. for its 
sjxnisorsliip of Signal W LW-T, 
Cineinnati . . . Wll VS-'I'V. L*>nis- 
\ ille. honored for the second conseeii- 
ti\<' \ear in iIk* lni\cisit\ of Ken- 
tnrk\ -Kenliick\ V-sociated Pres^ 
* l>r(tadcast News \wards fur Distin- 
gnislied 1 ,<'ad(M>]ii]>. 

Oil iUv iieiMniiU'l I'rdUl: Viiuenl 
Sh(M':in. W lUVs special Far Kastern 
CO] respondent, will ^cl up a \\ \\C 
irews hineau in Peking to r<^port di- 
reetl\ from Hed ( liiiia. 




V llcM de\ cl(r|Mi>riit iIkiI*.-^ hdlliid 
to iiM iTii.HC suiiiiiKM* t\ \lrwinjr: 
M:ii:iieti<' Ainplifiers. Iiir.. of 

\ew ^ ork has a de\ ice that will eu- 
ahh* \ aeat loners and picnick(M s t() 
plii^ :i hoiiir {ioi*t:ddr 1\ >v\ iiilu 
a (':ir\^ ilashlxKiril. 

It - a <*(tmpa<'t solid state static in- 
\<'rt(M convfM'tirig six or 12 \olt \)C 
hatterx < iirrents to 11' \olt. c\cle 
V( pov\er. furnishing the e(pii\alent 
of 10(1 or 200 watts. 

Other i*e(*<MiI i'(|in|>iiieiit (l<'^e]np- 
i>ien t^ : 

• luiv Meatlivr re|nirtiii^. XS'KNN - 

V.M iK' . Cincinnati, has a new. 
ideelroiiie wralher iiiap iiiaehiiie. 

eapahle of recei\ Ing a roniph*te 
wcatli(T niiip (ncr\ two niinnt(^s. It's 



a fa<-.-iniile tnaehine the \lden \n- 
tomatie Weather Map Uec(M\'er. con- 
iK^cted with the I .S. \\ eatlier l>u- 
reauV Master \nal\sis in W^i-liing- 
ton. 1). C. 

• l^<ir r<M*nnlin*s nidlidii pic- 
Uirc tsound Iraoks dii location or 
ill llie sliidid: IICA demonstrated 
its new <M[uij)nient at the Societx of 
Mittion Picture and 1\ Rngin<-ers 
(SMPTP) con\<Mition - the PM-72 
Porta hie Magnetic lleeorder. using 
('ompletel\ transistorizinl au<lio coiii- 
jKJiUMits. aird w<Mgliing 10 pounds. 
Housed in a formica eox ennl ease, it 
ui(\nsures 12\lO\20 inches and can 
he suj)pli(Nl for either 16 or 17^ 
millimeter nuiiMietic fduf. 
llandoni notes: \VRT\\ ('harlotte. 
\. C. lias the first j)roducti<ni model 
of the adxanced i\ Uipr re- 

<*or<l<M\ designed to ]>rodure iiiter- 
(diaiigeahh^ color or hlack-and-wliite 
t\ tapiV . . . Milch iMillcr was elect- 
ed, last \\(x*k, to the hoar<l of IJrad- 
ford \udi(> Corp.. makers of hi-fi and 
siercit eriuipmeiit. ^ 



FOOD INDUSTRY 

i Cont'd from jyafic 17) 

the newspaj>er ad\<M'tiser may ha\e to 
sujt])l(Miient liis nietr<> hu\ with sul)- 
urhan papers. With tv or radio he 
can hlanket hotli city and ^^uhurhs. 

\\ hat is local food store advertising 
worth? Here is part of tli<' pi<'ture: 

l^ast \\ cck's installment reported 
some 21 .0(H) stores that do hetter 
than a .'^.'^OO.OOl* annual v<thnne (this 
(pialifnv them as snjiermarkets ) . I lie 
average sU]^(M'niarket allocates ahout 
2. l.'Pf of sales for advertising. At 
that late, these 2.1 OO supers invest 
S^.")..") million at the local 1(^\ el : this 
is in additi*)u to what tli<' .'iriO.(»00 in- 
(lepeud<'Uts sp<Mid. 

National ad\ crtising : \\ hen air 

media (stahlisln^s gr<*ater ra[>port lo- 
eall\. still more uati()rial hrand ad\<M- 
tisiug will follow. King h(die\es. The 
lapport will come w hen air UK^lia 
prcs(Mitations an* hax^l on ludplng 
tlu* local d(*aler nrak*^ a profit. l"ii>t 
il is iiecessarx to uti<lcrstand how the 
r(Uailei does mak(^ a ])rofit. 

1 h^ either makes a profit ''on" 
something or ''with" souKihing. 

The m<'rcliaudis(^ Iw maS's a piofii 
"oir ' iucln(h\ soft <lrinks. spices, ex- 
tract^, waxes and j)olislics. health and 
Ix'antx aids, mtnits and produce: all 



carr\ suflici<-ut rnark-uj) to gi\e him a 
reasonahle j)r(>fit on each sale. 

1 he items he makes a j)rofit **\vith" 
are the demand items sucli as soaps, 
cer<'als. hahv food, coffee, flour, sus- 
ar. tohacco. The profit structure of 
-^ucli items is low. often helow the 
hreak-e\ en point of over-all store op- 
(M'ation. luit these are the items that 
create liea\ \ store trafifie: national ad- 
\ertising has pre-sold the consuirers 
and the retailer needs this- traffic to 
huild his o\ (M*-all sales \ olume. 

**Coo(l marketing practice.' savs 
King. "<!<*nuinds l)alaiiced selling. 
The e(|uation for profit is the coiii- 
hination sidling of fast turning, low^ 
gross profit, hig dollar volume de- 
uuiud iiierclian<lise in conjunction 
with high-gross profit. sh)wer turning 
impulse iner<*liandise. The profit- 
minded retailer wants to use national 
adxertisiiig campaigns to his ad\an- 
tagc h\ Using merchandise he inakcs 
mon<^\ "with' to stimulate the sale in 
volume of uiercliandise he makes 
iuone\ '<ui." ' 

Ih're is where t\'. radio and the 
national client can use smart mer- 
chandising to g(4 hoth afTection and 
support frtun the r<4ailer. XHien a 
national cheese manufacturer devel- 
ops a '*clie(^sc-and-j>r(^duee" promo- 
tion in its air advertising (featuring 
salatls made of clu^e^e. graj)es. wal- 
nuts, apples. ct(\ t it won't take any 
j)cr-uasion to get the retailer to mer- 
chandise it with a whopping gondola 
or island display, hecause the retailer 
is (*iiehant<'d h\ the id<'a that the 
cheese advertiser is ludping him sell 
apj)lcs or grap<\^ at a .'^5^ profit. 
F.\ er\ \ car. su] tei inarkiU operator? 
are olTered riion^ than 16.000 jtromo- 
ti<tus: it stands to reason thcv can't 
Use them all and will oul\ j)ick the 
ones that li<*lp tli<*m personalK . So it 
is up to air media to help national 
ad\crtisers huild the kind of creative 
campaigns that get tln^ doerxed push 
at j>oint-of-purehas(\ 

'*lt takes a ha men* than a cf)lor 
page or t\ program to nio\(^ goods 
out of a store." King cont<Mi(N. When 
a retailer li(\irs ahout a nati(nial ad 
camj)aigiN his first thought is **5o 
how can I tie in right lieic?" This is 
what King UK'ans h\ tli(* ''local iden- 
tity" that is nc<Mled hy h*)tli ad\ertis- 
(Ms and air media. 

1 Ihmi. too. there arc se\(Tal tyj)es 
of national hraud food items that are 
gi\ing short shrift to air adxertising, 
and thus pres<Mit a clialleuge. 1 hesc 
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art". U)V uio>[ pari. rariiuMl and 
pn<*kag('(l friiit>. raiiiUMi \ i'^irlahlrs. 
caiiiicd fi^li, coiulinuMils. cooking and 
hakinjr injiioditMits. and piiKhuv. In 
each of tluvc areas, air rnt^lia conid 
improve it> position. 'WW ha> l)e*Mi 
lakiiig sleps in this direction \\ itii 
>larned pr<*senlations. ha^ heen colleet- 
iiijr >orne exceptional sneee>s >torii's. 

On all fr()nt>. air media lias a l)i*r 
opporlnnil) to incK\'i>e il> stake in 
the l>(»oMiin*r food l>n>ino>>. I hev can 
do it lu^st l)\ plugging at lH)ih l(»cal 
and national le\cl^. \^ a guide. Iiert^ 
arc s(n era I tr*MuU reported in the 
cdititni of ProL^ressIre Cnnu^r's 
**1 acl> in Grocer\ })i>lrihntion": 

• Trading ^tanip n>e and inflneiicc 
starting ^lo\\ (h'cline. 

• IVri^hahle^ h) get >trongcr pro- 
motion, more ad\eitr>irig. 

• ('u>tonier> h(v*)niing nn>re price- 
eonM*it»a^. SpeeiaU more efT(H'ti\e. 

• More inleri^si in iintrilion. 

• Present ileni^ ami hrauiU need 
reappraisak 

• Private hramK making liead\\a\ . 

• Marmfaclnrer>. \\ hole^alei > work- 
ing mnn* elT(H-li\el\ with retailer^. ^ 

SPONSOR ASKS 

{Cont'd from patie •!*) I 

Joe Spery, radio ;r m^r.. ( aniftbell- 
Mi)hiin. Inc., \riv York 

Judging from pa>l pcrfoi n la nce>. 
siicce^-fnl product conlest> u>uall\ 
ha\e a frrm fonndatinii of great 1 1*\ 

II'' reprc^ent^ the corneal lnlere>t 
Factor-. Inlere-t l a<li>r> arc tc-h^l 



I 




se prtzcs 



rrif/r s/rong 
appeal to 
srll'.saiisjactloir 



appeaU of enn)tional .-timnii whii-h 
liit hard at (he \ie\\iM\- -en-e o{ 
de>ire. competition, materialism or 
self->aiiNfaclion. The\ are often nn- 
con>consl\ seiri>h. 

riiere s wo room fiir implied 
chanc(\ Strong p()>iti\ ene>s >nrronn(l> 
sucee>>ful eonle^t IF. The S(»ld con- 
test entrant reall\ hch'e\es Ire is going 
to w ill. 

Television opens the lent to ihe 
contest. It creates a\varcnes> of the 
contest aims and of the pri)duet or 
service sponsoring iheni. It does so 



with the sights and sttiuuK of mndcrn 
merchandising. 

So. lli(^ citnli'st. to ha\e nn\ magic, 
eamiol he pedcs[ri;ni. |f it lacks enio- 
Irorial pitch its \alue hcconics <|ues- 
tionahle. 

I>\ ihe \er\ nature of luda\ s tele- 
\ision exposure, tin' striMigtli of c(»n- 
t(^st Interest I'aelors nuist ieadil\ h rid 
thernsch c- lo sti nng. i nip ri'-s ions 
ca>il\ assimilated and ai-ti'd upon h\ 
the \ie\\er. Ihi^ nM'aiis eoi)rdiuaied 
\ isiial and an ral crealiv il\ . . . the 
slrongc'^t pulling \U}\\ cr w illi little 
IllijZrec. 



TiKhn s \ic\\4'r i- homlpaMlcd with 
a siirfelt of alli'nlion-gcttin;^ ilr\i(f^ 
at all N'\cU. Maii\ arc rcali-ti*-; man 
are not. Ihe xievcr'-^ clioicr iniisl he 
his i>wri; and hi-^ decision- will l»r 
hascd on ln)W ami for what rca-or:- 
he ha^ l>ren stinnilnt*-d. 

Teh'\ i-ion aUo -ei\c^ \our contr-t 
hc^l when it pniK them tr ftf th< tent. 
The Intcji'-l I'^ictor- g< unatc pjitrt r- 
patiou h\ the \iewei, and t\'- -rMiple. 
straight fit rw ard exchange -tart- the 
leactiou. If enough good I iit*-r c^t 
I* actors aie present. \onr ( ontc-t will 
he a succe--. ^ 
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Oscar Mayer's 
dollar buys more 
on WKOW 



'\ . . Our 7r)ih Auni\(*rsary 
.salts cain])aign on \\M\(^\\' 
was made c\cn iiioic clFcc- 
ti\c' by the c(>iii])lctc and aj^ 
j^rcssivc mere handisinjj^ 1k1]> 
|Hovidc(I hv \VKO\V\ Nftr- 
chandisinj^ Director Jini Mil 
ler. Mis calls on ^c^rocers, his 
success with displa} iiislalla 
lions and his tliorough cov- 
erage of the trade with niei- 
chandi.sing letters added ini- 
measurably to the sellin^i^ im- 
])act of the cam]^ai[^ai." 

Clay Kn)t 

Salt > Pyo))iotio)) Ma)ia<^c) 
()S( in M i] hl{ (O. 



HV aft iJnnnl oj ilu pari we played 
it) ynin 75th otrttit t iMuy ( cU !>} aiion. 
I'harjk you, \V he) ry ^ Jlak< f . rildtn. 
Inc. for thts opportttuity ta p,orr tlxit 
11 Ki)\ \ 'I J }s fit St i}i sclbnc^ a buy nig 
Madi^r)ji (itjd souther}} ]\'}sr/)ns; n. 

lit n I I()\oi 
( »( nerat MatiO:^, ^ 
Reptesettted \atio}}ally HeadUy lia d 



WKOW 

MADISON^WISCONSIN 



TV-G 



RADIO- 10 KW-1070 
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says John Guider, Pres. & Gen. Mgr. 

WMTW-TV 

POLAND SPRINGS, ME. 

The Warner Bros, library is 
sure-fire. These are films 
you can program dozens of 
different ways, and come up 
with a top rating every time. 
According to Air. John 
Guider: 

*'tas/ year we boughi half /he 
"Warner Bros, library. The re- 
suiis were compieieiy sa//s- 
facfory — bofh as fo raiings and 
fo sponsor reactions. So we 
jusf came back and boughi 
fhe remaining half despite the 
fad thai we already had fhe 
ihree o/her complete major 
packages. Those Warner Bros, 
features have certainly proved 
a real good buy,'' 

Warner Bi^os. features offer 
big name stars, great pic- 
tui*es. Many stations run 
those films in several time 
slots, morning, afternoon 
and night. It's a smart way 
to put the whammy on com- 
petition, and profitable, too. 

1 1 a n, 

UNITED ARTISTS ASSOCIATED, inc. 

NEW YORK. 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO. 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, I5n Bryan St., Riverside 7-8553 
LOS ANGELES,9no Sunset Blvd., CReslview 6-5886 
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^^jUPH^ John H. Willmarth, oxiriithe \ .p. and 

1^^^^^ (•rcali\e director of I^arlc Luflgin & Co., 

^^^^^HL \ (!Iiicai:o. lia^ hcvn elected ]) resident of 

the a^^enc) . He ha> been ^\itll Ludgin for 
^^K^^^W^ "f i*-" >t^ar>. and lias I)een executi^•e 

^TiR ^ .J). ^in(^e 195 K OiIkm' ajzency chanjics: 

JJl '^^- (icor^ie Kink. ^.|>. and direttor. ^^a? named 

l^v^^ ii(Mieral niana*»er of tlie agency, and Ral])h 

W Iiilliijj:. a ^ .|). and director, will head the 
rle^^I^ formed e\ccntl^e (M)niinittee. "^Hiis polic} -making grou]) \\\\\ 
al^o inchith* \\ iilmarth. Kink and I'^arh* Lud.iiin. I>oard cliairman. 

Thomas C. Harrison lias I)een eh^lfMl a 
v.[). of John Kiair ^ (]o. and head of the 
rep fmn'> Chicago oiTiee. Ht^ >nccee(I> (^lif. 
ford liarhorka. Jr.. who nlo^(•^ to 
^ ork to maiKiiie the ntMvi\ formed crcati^e 
and marki^tini: >er^ ice.-- di^ i>ion of Klair. 
(See ^'\e^\^.n^•lk(^r of tlie Week." 23 Ma>. f 
IIarri>on heuan Iii.^ I)road{'a>linii career at 
WSM. ^a^h^iiie. }Ie joined IHair in 1954. 
and ua> heacl of tlielr St. Loni> oHrci* when lie h^ft. in 1957. to join 
MH] a^ ^.]). 11*^ leturned to lUairV N(^u \ ork offic*' earh thi> year. 

Adolf N. Hult, former v.|). and 

I)oard nicniher. rejoins^ Mntnal i\< ^■.]). in 
charge of tlie iKMvh created .<|)ecial |M"oj(*cts 
department. It> pnrpo.>^(»: to de^cIo]) |>roj- 
ert> for tlie netuoik".- >al(^> (h'partment. 
Unit entered I»roa{I(a>ting in 1930 as a 
-alt > (*\(H'nti^e witli W ( A. (^Iiieaiio. I-Onr 
^ear^' later, whvw tlie station ^\a^ pnrcluised 
to form \ 1 1 )S. In* join(*d the ucl) > .-^ales 
>[ii\L and from 19 15-55 Ik^ ^^a^ ^.]). heathng np salc>. IIuK h'ft .MI>S 
in 1951 to iKHMune t^ (■on>nItant for Sciceu (i(MU> and KKO T(deradio. 

C. B. "Pete" Clarke, Jr. lia> Ixvn named 
maiiairtM' of >tor/ Miimeap(di>-St. I*anl 
>tati(tn. . Ih* i> a ^clcran of Twin 

(jtie> radio, ha^ ing ^perIt (^iirlit ^ear^ at 
^ jrion> kc) po>t> in tlu^ area, three of tliem 
wltli the ^^•^>tt ]*a[)<T Co. lie tlicn joined 
W rCN. Minneapolis. a> accomit e\eeuti^c. 
and in Mart li. I9.5(). whtMi >tor/. pnrt liascd 
W I)(»V. he hccanie a salesman. (Markt^ vvas 
iiani(*(l >;il(*> manaiitM* in ^o^(MnI>cI. 195o. He i.-^ a graihiati* of I>t>a- 
(loin ('ollegc in Kiim.-^uick. Mc.. married and a fathei of fnc chihlrcn. 
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Higher 
Education . . . 
Our Greatest 
Tool" 

OSCAR e. MAYER 
Chairman, Oscar Mayer & Co. 



'During the last twenty years we have had dramatic evidence of what massive 
research can accomplish. Every thinking American today is acutely aware 
that our future welfare depends upon this vital activity. 

''But sound higher education is the prerequisite of good research ; it is vitally 
important that our higher education he constantly improved, beginning with 
our secondary schools. Higher education is the only means with which we can 
mine our most valuable natural resource: the creativity of the human mind in 
all fields, social and cultural as well as scientific. 

*'By supporting the college of your choice in its efforts to provide the best 
possible faculty and physical facilities, you are investing in the one tool with 
which to shape favorably the future of America/' 



L 



J 



If you want more information on the problems faced by higher education, write to: 
Council for Financial Aid to Education, Inc., 6 E. 45th Street, New York 17, N. Y. 



Sponsored as a public service, i)t cooperalioyi irilli the 
Coioicil for Fiutmcial A/V/ to Education 



^ ^2*^'GMER EDUCATION 










KEEP IT BRiCHT 
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It's worth paying for 

Our hat is ofl' to Wcu Liuly. hroadra.-l pioiicoi' and now 
hviu\ of KW'FT. Wichita Fall>. Tcxa.^. wlio has appointed hini- 
>c\i a fonnniltct^ ol* oik^ to ii])hol(l ihc iniporlanco and digiiily 
of radio ralo (•ard>. 

\^ part of his canipaigii. ho writes rx])lanalory lotUMs to 
all ]mrvo\ors of nHM'('lian<li>o who ask for frr** tinio which 
Hen thinks >honld 1m^ paid for. ilis letters arc models ol 
polit(^ explanation and (irni r<dnsal. lie nc\er fails lo sontl 
lii^ rate card and make a "pitch" for the l)n-inc>s on a re<^u- 
lar rate-card l)a>i>. 

Six Ol' >c\cii of hi^ IcMters ha\e cro>scd our de^k. If other 
slalIon> took the time to follow HtMi's e\am|)le. there wonld he 
fc\\(»i' (hMnands lor free lime and a li(Villliiei" r(\^pecl for radio. 

Why not local tv specials 

I hr higizest ])ro<irani ntnvs in ntHwork tv eireh*^ [\i\> >prin<i 
i> lh(* tremendoll^ in<'rcase in the nundier of one hour or 
lon<i(M' special allows scheduled for the 19o9-6() s(^ason. 

In plauniii<i llie-«(* ti^lecasts. tli(^ iiidnstr\ \> rc>pon(lin<j; lo a 
W(dl-(lefincd InMid among national ad\ertisers to concenlrat<* 
laj"*;e s(Mi<)n> of their l)iidgel> on hiftli cost. hi<rh-impa(U ef- 
loit-^ to hiiild >al<'> and <i;o()d will. 

'I hi> moimtin^ enthusiasm for sp(*cials. hy the way. is not 
confnKMl to netW(U'k tv. The t(M'hni(pie is hein*^ used 1)\ adver- 
tisers in nia^a/incs. new>])aper> and newspap<'r supplements. 

We siigjicst. ho\\e\er. that the >elH^dulin<; of special pro- 
gram- is still a r(dati\el) nnevploied area on the local tv 
Irvel. Locally planne<l and productMl shows of exceptionallv 
high <'ounnunitv iiitcn -I offer a challenging o])portunitv to 
evci'\ al(M't tv station operator. 

\\ h} slididdu't local t\ adopt the tln^ ])riuciplc- and prac- 
tic(^- of national operations, and gain hotli a(ldc<l prestige, 
and added r(;\enn(^s through strong special programs? 



1 THIS WE FIGHT FOR: / coiisUlfll (inarciios 

li^i^ the part of ricryoiir (•()n/f(*('lr(l trith the air 

iSwSj nu^d'ia. llial pro^KfUf cxprr'iiiiciiidiioii ami pro- 
gram rrrai'uriiass arc vital lo llir ronli/n/rd 
Iicallli and sncca.ss of both radii} and udarisioii. 



10-SECOND SPOTS 

Accommodating: Ainpex Videotape 
Cruiser sWifTei s Pliil 1 hnrnloii and 
CluK'k SNsislier were ahout to order 
steak ill a Miami Hearh restaurant 
recent!) when tlic) noticed the menu 
pri(X' w as ST.oO. " I'he e\|)ense ac- 
count will ne\er ^land it. " evclainied 
Thornton. Tlie waiter leaned close 
and whispered ctnifidcntialh . '*So I'll 
make yon a deal. 

Concern: Two admen were discuss- 
ing a third who ha<l heen forced to 
take a long sick lea^e. ''l*oov CharHe. 
said the one adman: **wliat did he 
haAC? ''A n(T\ous hreakdown, ' said 
hi> friend. "1 didn't mean that,'' the 
first adman rej^lied: 'M meant what 
accounts?'' 

Creative: l lie tw o n ear-old son of 
X. Y. |Md)li<' r(*hition> man Edward 
11. (in^nfudd name<i hi> jjct rabbit 
"Huffalo Ro<:ket." Could this he the 
influence of tv II csterns and f^pace 
shores? 

The relaxed ad life: P.S. at the 
bottom of an a<l a*ienc> letter: ">end 
Air Mail. Jet Preferred. 

Walkie-talkie: F^om ^^ )'. Times — 
\\^ WTFI), persons who wanted to 
walk '*the la-t mile" to tell their 
>lorie^ to pre>s. T\ and radio. Write 
I'^ditor, "Last Mil(\ " \'ietoria Tiieatre, 
irway U]\U >\. 

Better make sure the stories are n orth 
the walk. 

Playback: Stnarl Clia>e. in Some 
fliin^s Worth Knoninf: (Harper & 
l)ro>. I. tell> of the <'op\w liter being 
inteniewed for an ajiencN job who 
was asked if he had worked on eijia- 
rette account^: 
-Oil. >es." 

'*()n kiriii-si/c riiraiette>? ' 

"Kinii-si/e fdters? 
"Yes!'^ 

"Kiiijz-size rork'lij) fdlers? 

-\e^r 

"Kin<r-si/(' ('ork-ti|i> fdler.^- in a flip- 
t(ij) bo\?" 
"Ye-.' 

".Mentholated kin^-si/(- (M)rk-tii) fd- 
lers in a fll|)-loj) box? ' 
"Ao. Not nKMilhoiatcd.'* 
"Sorr\ . W e nctul an e\|K'il." 
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. . still ahead 




TAMPA- 
ST. PETERSBURG 

'^market on the move 



Check the Top 50 Shows! Latest ARB 

TOP 10 TOP 50 
WTVT 8 38 
Station B 2 11 
Station CO 1 

Check these 10 top-rated shows! (ARB based on 4-wcek average) 



SHOW 

Wagon Train 

I Love Lucy 

Gunsmoke 

Tve Got a Secret 

Perry Mason 

State Trooper* 

Ernie Ford 

Sheriff of Cochise* 

Highway Patrol* 

Rescue 8* 



STAS. 
B 

WTVT 
WTVT 
WTVT 
WTVT 
WTVT 
B 

WTVT 
WTVT 
WTVT 



RATING 

-48.8 
-45.2 

A^ .3 

-41.6 
-40.6 
36.3 
36.0 
35.9 
35.7 
35.2 



RANK 
1 

2 
3 
A 
5 
6 
T 
8 
9 
10 




Station on the move.. 

WTVT 

TAMPA - ST. PETERSBURG 




*Xote — 4 WTVT syndicated shows in top 20 

P. S. Nielsen for March, 1959, also confirms WTVT*s dominance. 



C hi A N N 
WKY-TV 
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KANSAS CITY'S 

Channel 9-KMBC-TV 



'AVhizzo" (famous circus clown Frank Wiziarde) is the highest 
Niolson-ratod kids' j)orsonaHty, network or local, in Kansas 
City daytime television 
-u,. ''p-^^H ^W^o" Channel 9" 

Every wrekdas from 10 to 11 am, practically every pre-school 
child in the KMfiC-TV area finds himself hapj)ily lost in the 
magic world of "Whizzo's Wonderland." These small citizens of the 
Kansas City area's kiddie kingdom count it one of their greatest 
honors to appear as guests in the studio court of this king of clowns. 
And each day, eight boys and girls from 3 to 6 years old do just 
that, singing their favorite tunes — the sponsors' jingles! 
When her children watch, mother hears them, too^ 

Hill Brothers S<'lf-St»rvict* Slux^ Stores during their first week on 
*'Whizzo's Wonderland," not<*d more than a thousand mentions 
of the show from customers. Later, an in-store promotion by 
Whizzo was swamped by 4,000 youngsters and adults. After five 
months on the show, Hill Brothers expanded their area retail 
outlets from f{>ur to nine. 

Hy-]*ower Chili got a cK^ar idea of the size and enthusiasm of 
Whizzo's audience through a Whizzo mail contest which 
pulled more than 50,000 entries I 

Holsum Bread, sponsor for two years now, carries Whizzo's 
picture on e\-ery loaf. 

Another sponsor, Milgram Food Stores, large local chain, 
featured Whizzo at a new-store promotion and in a two-hour period 
drew 3,130 children and 1,981 adults! 

Whizzo's off-air appearances range* from hospitals, orphanages 
and boys' clubs to such visits as that at the Sertoma Club 
where he drew the largest crowd in the organization's history — 
all adultsi — plus his appearance as a featun^d personality 
in 1958 for the American Royal Livestock and Horse Show 
and the Kansas Citv Automobile Show. 




star of ARC-TV Sugarfoot, 



W<!l Hutchins, 

i(id5 V\^H'ZZO d--f)nn o recent HoUvwoad 
jopeoronct* Thf f** ?^Kces originoHy 

,<*re worn by e .1 "ATi ■. father in o 

' '^h w*re Circus acr The ? ar>.Je Tna 

Tfi-jnk started is th rd member of the 

tr 3 ot age 5 





"Da you nke gooseberry jiti pops''" 
VVh zza asks a delighted little girl 
ciuring his most recent visit ta on out- 
of town U 5 Army post hospital 
With eyes sporkling, sbe told Whizzo, 
"this IS thp happiest dny of my life'" 
Hnciden tolly the past outhortttes dis- 
patched nn army Oicplane for Whizza's 
m-rth moKinq mission ^ 





l^TTKriS CiRimN. 

Woodward, wc 



2^^\nK to 



r 



ti 



DON DAVIS. President 

a JOHN SCHIUING, E«ecvjt.ve Vice President 
GEORGE HIGGINS, V<ce President 
ED DENNIS, Vice President 
MORI GREINER, Monoger of Television 



CALL YOUR 'COLONEL' 

at Peters -Griffin- Wo 
ward now f o r fu rtl jr 
facts and availabilities ji 
"Whizzo's Wonderlan ' 
Give your business the boost of Kansas Citfe 
TOPularitv television station . . . join the SWIIJ 
to KMBC-TV: 



KMBC-TV 

Channel 9 

Kansas City's Most Popular 
and Most Powerful TV Station 

and in Radio, the Swing is to 

KMBC KANSAS CITY- 
KFRM ^ai tAc State of KANS, 



I 



10,000 watts of effective power from twin transm 



